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Young Woos 1,000,000 


WHAT’S THE MOST VITAL THING 
ADVERTISING DOES FOR You? 


Attendance, Hope, 


* 
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_— Spark $100,000,000 AdvertisersFace | === 


Gerald Hulett says that salesmen to Promote Roads 
ould welcome the return of a 
iyer’s market. Only trouble is By LAWRENCE M. HUGHES 
at some of the old champs are Rican: Denes ths chabert 
wr & bmg Gee fo get back & Ralph Young—banker turned rail- 
ee road man, who probably merits 
most the title “Advertising Man 
of the Year” for 1946—has only | 
begun to fight, and to promote. A 
specialist in the dramatic presen- 
tation and vigorous solution of 
ightly premature. tough problems, his 1947 agenda 
* 3 Y includes: 

Commissioner C. J. Durr, of the! 1, A new stockholder-con- 
°C, calls Western Union’s 10% |trolled association to combat the | 
te raise “an experiment in futil-| “moribund” Association of Amer- | 
it |ican Railroads and the “banker | 
gut from the standpoint of the| combinations which control its 
ockholders, it’s a noble experi-| members,” to stimulate roads, 
ent. ‘among other things, to spend a| 
/ combined $100,000,000 annually in | 
Acme beer, the poster says, an | SeRternee, 
yn-fattening, and offers a picture} 2. Acquisition of control of the) 
a bonnie lassie to prove it. The} Pullman Company to improve na- | 
al question before the house is| tionwide sleeping car services. 


. a A 
Motorists who predicted that 
‘e chains were rapidly going out 
eded just one good snowfall to 
ynvince them that they had been 


> rR 


‘MAmedwih = 
Bigger Budgets eer 


Advertising..." “imc .ron coo 
Makes your job more secure 


'AA' Survey Discloses 
Increases; Hard Lines tahiti 
Moving Cautiously AFA OPENER—This 1,000 line ad is 


being offered newspapers as part of 

the Advertising Federation of Amer- 

ica's first drive to increase public un- 

derstanding of advertising. (Story on 
Page 8.) 


New YorK—Replies from adver- 
tisers queried by ADVERTISING AGE 
about 1947 advertising appropria- | 
tions indicate that many leaders | 
in all fields will be working from . 
substantially larger budgets during 
the coming year. Higher Postage 

These increases, along with os 
cautious planning of durable goods | 
manufacturers, were two of me Rates Market 
highlights developed by the mail| ' 
survey among 125 advertisers 


Mart Shows Draw 
40,000 to Chicago; 
Many New Products 


Cuicaco — The time is coming 
when the furniture business may 
advertise in keeping with its posi- 
tion as a multi-billion dollar con- 
sumer durable goods industry. 

This prediction was made, at 
least for “case goods,” by one of 
the nation’s leading furniture mak- 


'ers last week as the gigantic win- 


ter furniture and home furnishings 
shows opened here at the Ameri- 
can Furniture Mart and Merchan- 
dise Mart. Evidence for the state- 
ment was not quickly apparent at 
the shows, however. 

Taxicabs, hampered by a recent 
10-inch snowfall, have struggled 
back and forth between the two 
marts, carrying little coveys of re- 
tailers who seek more—and more 
of the right kind, for a chauge— 


of furniture, rugs, lamps, radios, 
washing machines and other fur- 


. © 
Frustrated editors suggest the 
llowing new year’s resolution 
r . mnfirmed tub thumpers: When 
nding out publicity releases, al- 
1ys mention the kind of products 
ur company makes. 


hether those who like it get fat | 3. Assumption of control of | listed by Magazine Advertising | Data Are Sought 
the wrong places. both eastern and western roads, | Bureau as spending more than $1,-| 
as a nucleus, to provide the first | newspapers and network radio in| nishings being shown by well over 
| ; ; | Vigorous - : 
Wednesday, ts Allegheny Corp.| In reporting their planned bud-| More 9° > ye —. Pema — — - eg 
bought 162,500 shares of New York | gets, these advertisers emphasized | Anti-Trust Action pectea betore the shows end. v 
- ; Predictions Rosy 
standing stock.) for their increased budget, 
although rising media costs were 


with his C&O-Nickel Plate group | 900,000 in magazines, farm papers, | 
Truman Also Asks 
singin: enant<ir-const eiitian,. (On| 1008. 1,000 manufacturers. No less than 
Central, about 2.5% of the out-|that they expected more coverage a 
undoubtedly a factor. 


WASHINGTON — Higher postage 
'rates, more marketing information : ‘ 
jand vigorous anti-trust enforce- anything so much like the shows ie 
|ment stood out as the business | ¢ld winter and spring before the “g 
highlights of three messages which | pring They have met with rosy 
One-fifth of those who replied| President Truman sent the new | Predictions, only slightly hedged, 
indicated that the amount of the | Congress last week. of production and prices, and with 
advertising budget was not yet| On the economic side, the Presi- sights fees much more complete 
settled. This is interpreted as a|dent repeatedly advised that the stocks in all lines. But allocations 


Not since 1942 have they seen 
vvwY His Charger—a Hog 


Robert R. Young thinks the rail-,__ Until a few months ago Mr. 
ads of the country ought to) Young was relatively unknown 
bend $100,000,000 a year for ad- | outside financial and_ railroad 
rtising. ‘circles. . 

With ideas like that, he belongs, Then, last March, his name hit 
the agency business. |the limelight with an advertise- 


Some Budgets Not Set 


vvryY po eee gg i reflection of 1946 experience, when | nation’s future stability is threat- | a adie aie stg aaa —— 
; : Jee material shortages and work stop- | he sh line in re-| ‘ Seivings § MACK 
Jimmy Byrnes showed great | Cross the Country without Chang-| . P op- |enee Sy Sie s arp One ae j}ened demand, high prices and 
steal jm the eltiens efi; : Rp » | pages broke the stride of many} cent months of consumer purchas- | 
= ‘aa a 1e ~ ze 4 ing Trains—But You Can’t.” This promotional plans | ing power other problems. 
he Saturday Evening Post and); ‘ , aior roads as ‘ , re . : : eT eee 
se ie aabiinn See eae induced such major roads as the| This bitter experience tempers He felt that price reductions and Most exhibitors have revealed 


ent of his retirement until Jan. 7. 
, FF F 


Robert M. Hutchins discussed 
omic energy last week in a 
beech called “The Good News of 
amnation.” 
That’s a smart enough title to 
+t him a job on the editorial staff 
Time. 

v v v 
“Ice Industry May Top $1,000,- 
0 in ’°47 Ad Campaign,” headlines 
e world’s greatest advertising 
urnal. 
Here’s one business that refuses 
get cold feet. 

— - 
Few Angelenos are sleeping in 
serted bird houses, says the 

es, picturing one such 

riber receiving his paper by car- 
‘ pigeon. 
The research boys will insist on 
e exact figure. 

- ww 
New South Wales will vote next 


th on the problem of whether | 


let the pubs stay open until 10 
m., instead of closing at 6. 
Isn’t anyone saying a few kind 
rds for the poor man’s club? 
, A ce 

Some of the sweetest words ever 
oken were uttered by the Secre- 

of Agriculture in promising 
custrial sugar consumers an 80% 
ta for 1947. 


Copy CuB. 


‘Pennsylvania, New York Central, 


Santa Fe and Union Pacific to lift 
transcontinental passengers to hog 
level by eliminating transfers in 
Chicago, St. Louis and other cities. 

It was Robert Young who, last 
summer, fought, with advertising, 
the black market in _ railroad 


travel, and who claims to have| 
induced Pullman and the Inter- 


state Commerce Commission to 


act to eliminate it. A few weeks | 


leter, in advertising, he damned 


|sleeping cars as “rolling tene- 


| group of railroads, but Mr. Young | 
sub- | 


ments,” and offered to pay $47,- | 


000,000 to take over and improve 
the Pullman service. The federal 
court in Philadelphia ruled in 
favor of a Pullman offer by a 


(Continued on Page 32) 


“Hold on to your 


ads, boys!’ See ‘Voice,’ 
Page 40. Other features 
this week: 


Ad-libbing . 12 
Business Paper Figures 50 
Department Store Sales 49 
Editorials .. 12 
Feature Page .. 45 
Getting Personal .... 26 


Information for Advertisers 

In Washington .... 

Photographic Review 

Obituaries . 53 
Rough Proofs . | 


the forecasts of many companies, 


selective wage increases would be 


varticularly in hard lines, which |needed if we are to absorb all the 
are generally less sanguine than! goods that are likely to be pro- 
they were a year ago. duced in 1947. 


In the important food field, ad- He was generally optimistic, 
(Continued on Page 46) | (Continued on Page 56) 


Last Minute News Flashes 
Johnson Ads Introduce Indoor Target Gun 


Boston—Johnson Automatics, Inc., Boston and Providence manu- 


| facturer of rifles and light machine guns, will introduce the Johnson | 


| indoor target gun in full pages in American Rifleman, beginning in 
March, and full and fractional pages in Collier’s, beginning in April. 
| Copy will accent “fun and safety with a new indoor game for a home 
shooting gallery.” The trade campaign breaks this month with two- 
color spreads in Department Store Economist and Sporting Goods 
Dealer. The complete kit, including gun, targets, shot and extra 


pellets, will retail for $15. Alley & Richards, Boston and New York, 
is the agency. 


Fisk Promotes ‘Quicker Stopping’ Tire 

New YorkK—Fisk Tire Company will use pages next month in Life 
and The Saturday Evening Post to introduce the Fisk Safeti-Flight 
“quicker-stopping” tire, which will contain white stripes on the tread. 
More Fisk advertising will be scheduled this year, including six to 
eight insertions in Life and SEP; double the number of outdoor post- 
ers, to appear about April 1; farm papers, and dealer-sponsored news- 
paper advertising. Campbell-Ewald Company is the agency. 


Magazines, Business Papers Get Welch Ads 

WESTFIELD, N. Y.—Welch Grape Juice Company will start a cam- 
|paign in February, featuring full-page, four-color reproductions of 
| paintings by Douglass Crockwell. The campaign will appear in Good 
| Housekeeping, Ladies’ Home Journal, Life and The Saturday Evening 
| Post, supplemented by a business paper drive. Buchanan & Co. is the 
agency. 


(Additional News Flashes on Page 57) 


new designs or models at the show. 
Hotpoint, Inc., and General Elec- 
tric have shown their new auto- 
matic washing machine and iron- 
ers; Bigelow-Sanford Carpet Com- 
pany has shown new rugs; Rey- 
nolds Metals Company has brought 
out new summer furniture pieces: 
Westinghouse’s new large freezer- 
refrigerator and Borg - Warner's 
new Norge washer are also being 
shown for the first time. 

Few advertising developments 
have been disclosed at the shows, 
although many appliance makers 
and some furniture makers point 
with pride to this complement to 
the buyers’ own sales effort. Most 
exhibitors are in the furniture field 


Guess Again! 

Next week Advertising 
Age will print, as it has an- 
nually for several years, the 
top dozen ads run by Inter- 
national Correspondence 
Schools during the preceding 
year. 

Sharp-eyed judges of ad- 
vertising are invited to get 
out their pencils and rate the 
ads on pulling power. Don’t 
miss this fascinating chance 
to check 
know-how. 


your advertising 
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and few of these advertise ex- 
tensively. 

Of more than 3,000 furniture 
manufacturers in the U. S., only 
seven are said to do more than $5,- 
000,000 business a year. Of about 
135 companies advertising furni- 
ture, baby cribs and carriages, 
mattresses and similar products 
in national magazines last year, 
only two—Kroehler Mfg. Com- 
pany, Naperville, Il, and Mengel 
Company, Louisville—spent more 
than $100,000 to advertise “case 
goods.”’ Of 40 companies spendin, 
$10,000 or more, only about half 
are strictly furniture manufactur- 
ers. 

Burton Tuxford, vice-president 
and sales manager, Drexel Furni- 
ture Company, Drexel, N. C., pre- 
dicted, however, that “in the next 
few years” a few large furniture 
manufacturers may emerge, 
through mergers and _ consolida- 
tions, to become major advertis- 
ers and to make the public brand 
conscious about furniture. 

“It’s getting more and more 
costly to build an efficient plant,” 


he = said. 
tough, many small firms will fall. | 
If it were not for the shortage of 
| building materials, there would be 
|much plant expansion now. The 
'furniture industry has been run 
like a country store. There is no 
|need for this.” 

| A similar development occurred 
long ago, he pointed out, in the 
rug industry, in which operation 
|depends on expensive equipment. 
| Despite criticisms that the furni- 
| ture industry has not progressed 
|technically in recent years, new 


|wood-drying and core-making ma- | 


‘chines costing many thousands of 
| dollars have been developed, Mr. 
|Tuxford said. Such machines can 
drive out smaller, less efficient 
|manufacturers in the future, he 
asserted. 


Kroehler May Cut Campaign 


Earl O. Hultquist, president, 
Jamestown Upholstery Corpora- 
|tion, Jamestown, N. Y., expressed 
|doubt that makers of upholstered 
|furniture were headed for such a 
development, because heavy plant 


“When pressure gets | investment is not required. 


A spokesman for Kroehler, larg- 


its regular spring campaign in 
magazines this year if the four- 
month strike in some of its fac- 
tories continues another month or 
so. Henri, Hurst & McDonald here 
handles the account. 

Simmons Company, New York, 
largest manufacturer of bedding 
material, plans to continue this 
year as the nation’s No. 1 adver- 
tiser in the home furnishings field. 
Last year it spent more than $500,- 
000 to advertise its mattresses and 
electronically-heated blanket. 


Simmons Expands Promotion 


Simmons’ blanket advertising 
will include full-color space in 
magazines throughout the year, 
compared with a seasonal cam- 
paign in 1946. Young & Rubicam, 
New York, handles Beautyrest 
mattress advertising, and Geyer, 
Newell & Ganger, New York, has 
the blanket account. 

Among the new 


appliances | 


shown for the first time was a new 


|General Electric “all - automatic” 
est furniture maker in the U. S.,| washer, which is claimed to be the | dealer volume, although account 
told AA his company will not run first truly automatic home washer, | ing for a considerably smaller porg 


handling the clothes without per- 
‘sonal attention through all the 
cycles, and releasing them ready 
for ironing. The machine will be 
|shown to distributors in a 12-city 
'demonstration during February, 
|and is expected to be on sale in 
'most retail outlets by the second 
| quarter. 

The device will complete an 
“automatic home laundry,” com- 
prising matching dryer and ironer, 
which G-E expects to merchandise 
heavily to the upper income fami- 
ilies. The three-piece package, as 
|yet not definitely priced, is ex- 
pected to carry an average retail 
tag of somewhere around $700, 
putting it definitely in the semi- 
luxury class. 

G-E assumes a limited market 
for these items, and expects to 
compete actively in the lower 
price fields with more conventional 
devices, but believes there is suf- 
ficient desire to elevate washroom 


An A.S.|. Show 


every month 


From 38 countries they came—222 registered dis- 


tributors and manufacturers’ 


representatives. They 


came to see the 415 manufacturers’ exhibits of 
automotive service products. .. . 


Sellers and buyers were brought together at the 
Automotive Service Industries Show at Atlantic 
City. .. . More than 18,000 people passed through 
Convention Hall during the week. . . . 


Many of them met at our booth to chat, discuss 
business and to look over the latest issues of THE 


AMERICAN AUTOMOBILE 


(Overseas Edition) and 


EL AUTOMOVIL AMERICANO. .. . 


These are the magazines which overseas buyers read 


constantly to keep up with 
the automotive trade. .. . 


new developments in 


These are the magazines which bring buyers and 
sellers together month after month all over the 


world. ... 


They are the nearest thing to an A.S.I. Show every 


month. 


BUSINESS PUBLISHERS 


INTERNATIONAL CORP. 


[Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (Inc.)] 


New York, Philadelphia, Boston, Cleveland, Chicago, St. Louis, Detroit, San 
Francisco, Los Angeles, Atlanta, Washington, Buenos Aires, Mexico City, 


Rio de Janeiro 
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| standards so that the deluxe linj 
| might represent 50% of averag; 


| tion of unit sales. 
U. S. Rubber to Make Beds 


United States Rubber Compan, 
will bring out new beds featurf A 
ing its Koylon mattresses next fallf 
Robert S. Childs, sales manager ¢ 
the Koylon foam rubber divisior 
told AA. U. S. Rubber has alread; 
begun advertising and_ sellin 
small Koylon pieces to consume 
for use in making chair cushion 

Mr. Childs said that when rub 
ber becomes widely available fof 
use in latex and foam rubber pro 
duction, and when the world pric 
of rubber drops, foam rubber mat 
tresses will make tremendous in 
roads on the conventional mattres 
field. Foam rubber mattresse 
pillows and cushions, he observe; 
provide more comfort than cotton 
and-spring mattresses and “neve 
wear out” or lose shape. Eve 
at their higher price, he said, the 
will have tremendous sale to aut: 
mobile, transport and other suc 
users. 


Production Up 20% 


Bigelow-Sanford, largest adver 
tiser in the rug industry, will us 
full-color ads in 14 women’s, she! 
ter and general magazines thi 
year to advertise its Lokweave an 
other rugs. In addition, smalle 
| black-and-white space will 
-used in several other magazineg 
/_The company has prepared #4 
three - dimension color slide fil 
|for dealers. Newell-Emmett Com 
|pany, New York, is the agency 
| Spokesmen for the marts, fof 
the National Retail Furniture As{ 
sociation and others predicted la: 
| week that from one-third to two 
| fifths of furniture made this yea 
will be in modern styles; that pro 
duction of all types of furnitur 
.and furnishings will be up abou 
| 20%; that prices have not yet hi 
| their peak in better grades, but ar 
|on the downgrade in cheaper lines 
| that buyers are showing surprisin 
'resistance to prices quoted her 
and that dealer profits will b 
lower in 1947, even if a busines 
slump does not develop. 


Paint Firm Names 
‘Ruthrauff & Ryan 


| The Sicca Soya Paint Compan) 
| Peoria, Ill., maker of Plastic Plas 
ter and Sta-Par paint, has arp 
pointed Ruthrauff & Ryan, Chi 
cago, to handle its account. Ad 
vertising plans include copy ij 
newspapers and consumer maga 
zines, plus direct mail and dealef 
display material. 

Plastic Plaster, applied with 
paint brush, combines a paint an 
plaster job in one operation, an 
can be applied to almost any fi: 
surface. It is washable and fire 
resistant. Sta-Par is a catalyze 
soy bean oil finish designed | 
cover in one coat. 


m> 


Paper is scarce and valuable 
... avoid hoarding and waste 
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THE MARTIN CANTINE COMPAN 
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How to Reach 
\ 10 BILLION DOLLAR MARKET.. 


Huge Demands Will Continue 
Even After Backlogs Are Met! 


Here is a 10 billion dollar market for mass 
feeding and mass housing products used in institu- 
tions. It is made up of hospitals, schools, colleges, 
hotels, restaurants, government agencies and other 
institutions. It involves all products used in feeding 
and housing individuals in these institutions. These 
range from potato peelers... and the potatoes peeled 

. to paint ... and the cleaning compounds used in 
maintaining the painted surfaces. 


The buying factors who must be sold in these in- 
stitutions range from dietitians to purchasing agents 
and involve a total of 157 different titles by actual 
count. 


The market is huge today because of deferred 
purchases and the American Public's increased de- 
pendence upon institutional services. It was huge 
before the war because of its vital relation to our 
everyday lives. It will continue huge even after cur- 
rent backlogs have been met. 


This market is reached each month through 
INSTITUTIONS Magazine and annually through 


Institutions Include.... 


e@ HOTELS @ YMCA's, YWCA's 
@ RESTAURANTS @ GOVERNMENT AGENCIES 
@ HOSPITALS @ INDUSTRIAL CAFETERIAS 
@ RAILROAD SYSTEMS @ CLUBS 
© Ain Unes @ OFFICE BUILDINGS 
@ JOBBERS, DEALERS 
@ SCHOOLS 
@ OTHER PUBLIC AND PRIVATE = 5 atc en 
@ COLLEGES INSTITUTIONS a 


INS TITUTIONS MAGAZINE 1x0 CATALOG DIRECTORY 


1900 PRAIRIE AVENUE, — CHICAGO 16, ILLINOIS 


INSTITUTIONS CATALOG DIRECTORY ... the first 
publications to recognize the community of interest 
between all segments of the institutional field and the 
only publications which reach all of these related 
segments. Manufacturers ..... reach this market 
monthly through INSTITUTIONS Magazine with mes- 
sages in the form of display advertising ..... reach 
this market annually through INSTITUTIONS 
CATALOG DIRECTORY with catalog information to 
assist buyers and specifiers in the actual selection of 
the products desired. 


INSTITUTIONS Magazine and INSTITUTIONS 
CATALOG DIRECTORY offer manufacturers their 
most effective approach to the 10 BILLION DOLLAR 
INSTITUTIONAL MARKET. 


For further information on this market and on 
these publications consult your advertising agency or 
write to INSTITUTIONS Magazine and INSTITUTIONS 
CATALOG DIRECTORY, 1900 Prairie Avenue, Chicago 
16, Illinois. 
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Newspaper Book 
Planned by NAEA 
to Bow in Chicago 


Cuicaco—‘*Men and Methods of 
Newspaper Advertising,’ spon- 
sored by the Newspaper Advertis- 
ing Executives Association and 
written by Don U. Bridge, former 
NAEA president and advertising 
director of the Gannett Newspa- 
pers, will be presented to the as- 
sociation at its annual meeting 
here Jan. 13-15. 

The book will not be ready for 
publication until 
but association members will have 
an opportunity to glance through 
proofs of the book, and will be told 


late February, | 
|pany, New York. 


tribution. 

Already hailed as ‘“‘the most im- 
portant contribution of the as- 
sociation in its 35 years of exist- 
ence,” the book was prepared from 
the official records of speeches, 


| will tell about “Civil War—1947,” 
| plus an address by James Mooney, 


papers, resolutions and committee | 


reports 
founding in 1911. 

Robert K. Drew of the Milwau- 
kee Journal, NAEA president, 
called attention to the book’s de- 
scription of the struggle by NAEA 
for the formulation of a code of 
ethics for newspaper advertising, 
and to eliminate abuses in rates 
and circulations. It will be pub- 
lished by Arco Publishing Com- 


In addition to speakers from 


|various newspapers and closely 
of plans for its promotion and dis-' allied companies, the meeting will 


TELLS YOU! | 


COMING SOON!) 


of the NAEA since its| 


| Patterson, director of the national 


hear Charles Luckman, president | 
of Lever Brothers Company, who | 


president of Willys-Overland 
Motors, Inc. 

Also included is a special night 
session on public relations under 
the general chairmanship of Don 


advertising department, Scripps- 
Howard Newspapers. An exhibit 
on store inventory studies, con- 
sumer panel studies and consumer 
analysis is being prepared by John 
Lewis, advertising director of the 
St. Paul Dispatch and Pioneer 
Press, and the research committee. | 


Appoints Rose 


S. T. Rose, formerly personnel 
director, director of contract termi- 
nation and in charge of govern- 
ment of contract renegotiations of 
Ranco, Inc., Columbus, O., has 
been appointed director of indus- 
trial relations of Universal Cooler 
division of International Detrola 


Corporation, Marion, O. 


BLOCK MEN TAKE OVER—Herbert 
Moloney, president, Cornelius A. Re- 
gan, general manager, and William J. 
Schmitt, Ist vice-president (left to 
right) head Moloney, Regan & Schmitt, 
Inc., the new organization of Paul Block 
& Associates employes which purchased 
the special representative agency and 
took over operation Jan. | (AA, Jan. 6). 


Gets Bank Account 


Ellis Advertising Company, Buf- 
falo, has been appointed to direct 
the advertising of the new Cleve- 
Hill Plaza Branch of Western Sav- 
ings Bank, Buffalo. The agency 
currently handles thevadvertising 
and publicity of the main office. 
Robert Marks, previously asso- 
ciated with the Greenfield-Lipp- 
man Agency, Buffalo, has been 
named account executive of Ellis. 


A“SPADE’S. DEPTH” 


thing we eat —and gives 
our shelter and clothing! 


Methods to conserve our topsoil are 
therefore vital. As the picture at the 
right shows, tons of soil can be washed 
out by a single rainstorm. Yet up until 
1928 no effective program had been de- 
vised to save our soil. It was Country 
Gentleman, in that year, which seized 
—and blueprinted a na- 
tion-wide soil conservation program. 

Spearheading that Country Gentle- 


the initiative 


man campaign, 18 years 


series of articles by a then little-known 
Department 


soil worker in the 
Agriculture. Today that 
Bennett is Chief of the U. 


servation Service; and 1700 conserva- 


tion districts 
thirds of all U. S. farms. 


cover 


Soil Not Yet Safe 


But winds and rains continue to pro- 
duce havoc to soil, especially on farms 
which haven't yet adopted conservation 


Country G 
ountry \Cjentleman 


NATIONAL SPOKESMAN FOR AGRICULTURE 


Independence Square, Philadelphia 5, Pennsylvania 


cross our land lies a layer of top- 
4 soil averaging less than a foot in 
depth. Nevertheless this thin blanket 
of earth is the source of nearly every- 


more 


us most of 


ago, was a 
their welfare. 
of That 
same Hugh 
S. Soil Con- the lives and 
people... 


than two- 


tive magazine in helping to sell rural 


customers... 


more dollars 


methods. And the fertility of much of 
our soil has been threatened by the all- 
out food-production push of the war 
years. So the editorial fight goes on. 

In the November issue of Country 
Gentleman there are two articles bear- 
ing on erosion-control and soil-build- 
ing...plus an editorial suggesting 1947 
as “Soil Conservation Year.” 


Deep Roots 


Country Gentleman’s roots are deep in 
the soil. For as long as any farmer can 
remember, this magazine has pioneered 
important developments in agriculture. 
Farmers know that no other magazine 
can match its record in promoting 


is one reason why Country 
Gentleman holds such a firm place in 
preferences 


Why dealers vote it the most effec- 
And why advertisers are investing 


in Country 
than in any other farm magazine. 


by these pictures from 


slope, was gutted. 


of rural 


Result of soil conservation is graphically illustrated 


man. Two farms, 4 miles apart, were hit by same 
heavy rain. Field (above), with rows straight up 
Field with contoured rows 


(below) soaked up the water. 


November Country Gentle- 


Gentleman 


Advertising Age, January 13, 1947 


KFI Last Holdout | 
as New Afra Pacts| 
Await Signing 


New YorK—The long drawn-out § 
contract negotiations between ths 
American Federation of Radio 
Artists and various branches of 
the radio industry were all but 
concluded last week, with signing 
of national and regional agree- 
ments awaiting only the settle- 
ment of one local dispute. 

The final holdout was KFI, NBC 
affiliate in Los Angeles, which had 
not yet reached agreement wit! 
the union on a new contract fo) 
staff announcers. 

In New York, terms of a new 
code for the four major network 
had been approved and represen- 
tatives of the nets awaited word 
from Afra to set a time for the 
actual signing. George Heller, ex- 
ecutive secretary of the union. 
told AA the pacts would undoubt- 
edly be signed within the next 
two weeks. 


Provides ‘Crosby’ Clause 


| Provisions of Afra’s new con- 
| tract with the transcription com- 
/panies include: 
| A 20% rise in base pay for 
| transcribed programs of five min- 
| utes or longer, and a boost in the 
/one-minute announcement base 
| rate from $4 to $7.20. 
| A “Crosby” clause giving Afra 
|members the network commercial! 
rate rather than the transcription 
rate for transcribed programs 
| (such as Bing Crosby’s Philco 
show) broadcast on a _ coast-to- 
| coast network. 
| Wage increases ranging up to 
|33% are provided all along the 
|line in the national and regional 
'contracts, most of which are retro- 
lactive to Oct. 31, when the old 
/agreement expired. Variety esti- 
mated that “at least $500,000 in 
| back pay will be due to radio 
| actors, announcers, singers and 
| sound effects men” under the new 
| contracts, but Mr. Heller told AA 
he could not say how accurate this 
figure was. Afra has about 27,000 
members in these classifications. 
One of the last localities to 
reach settlement of code differ- 
ences was Chicago, where Afra fi- 
nally negotiated wage increases 
of from 20 to 33% with WGN, 
WENR, WMAQ, WBB\M, and WLS. 
The increases affect about 600 em- 
ployes of the five stations and 
will be retroactive to Nov. 1. 


Pendleton Dudley Now 


Dudley, Anderson, Yutzy 

Pendleton Dudley & Associates, 
New York, pioneer public relations 
organization founded more tha: 
30 years ago, has been changed 
into a partnership, to be know 
as Dudley, Anderson & Yutzy. Bot! 
George Anderson and Thomas D 
Yutzy have been with Mr. Dud- 
ley—Mr. Anderson since 1937 and 
Mr. Yutzy for two years. 

Mr. Dudley, retiring president 
of the National Association 
Public Relations Counsel, in 1945 
won the association’s eighth an- 
nual award for professional pro 
ficiency. For many years his fir 
has specialized in food industries 
and industrial groups. 


MINNEAPOLIS 


STAR 


EVENING 


MINNEAPOLIS 


TRIBUNE 


MORNING AND SUNDAY 


MORE THAN 
500,000 SUNDAY, 
400,000 DAILY 
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It is altogether fitting and proper that the stadium 
of the University of Toledo should be known hence- 
forth as the Glass Bowl .. . because ‘‘this is Toledo”, 
glass center of the world. The Glass Bowl not only 
in name, but in fact... for, through the generosity 
ident of Toledo’s great glass companies, glass is part of 
Typte the integral structure of the stadium. In the new 
press box, a model of its kind, in the score board, 
team houses and directional sign and elsewhere 
throughout the stadium, glass serves once more its 
twin functions of utility and beauty in this newest 
of bowls—the Glass Bow] of the University of Toledo. 


MEMBER AMERICAN NEWSPAPER 
ADVERTISING NETWORK 


Py. 


Shown here, the glass sign 
at street entrance to the 
Glass Bowl, the glass en- 
closed press box, and ac- 
tion at the Glass Bowl 
dedication game. 


The Glass Bowl became 
a reality through the co- 
operation of the three com- 
panies which have made 
Toledo the glass capital 
of the world—Libbey: 
Owens: Ford Glass Com- 
pany, Owens- Corning 
Fiberglas Corporation and 
Owens-Illinois Glass Com- 
pany...three of the distin- 
guished names among 
Toledo’s 555 diversified 
industries. 


POLONIA ACCC ONO HARARE Ate cate 


ON a 
nat tg ay ris 


...and this is the 
TOLEDO BLADE 


. proud of the Glass Bowl, proud of 
the University of Toledo, proud of the 
city itself and of the whole rich Toledo 
Trading Area which it has had the 
privilege of serving for more than a 
hundred years. Proud of the com- 
munity’s accomplishments today .. 
and of the steady progress being 
made towards a still finer and better 

Toledo Tomorrow. 


TOLEDO BLADE 1:2. 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 
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United Promotes Two 


United Aircraft Corporation, 
East Hartford, Conn., has ap- 
pointed Norman V. Clements di- 
rector of advertising and _ sales 
promotion and Paul W. Fisher di- 
rector of public relations. Mr. 
Clements joined the corporation in 
1932 as an engineer in the Chance 
Vought Aircraft division and Mr. 
Fisher in 1942 as assistant to the 


general manager of the Pratt & | 


Whitney Aircraft division. 


Panagra Shifts Harris 
Harmon A. Harris, formerly 
public relations and advertising 
manager for Pan American Grace 
Airways (Panagra) in Lima, Peru, 
has been transferred to the com- 
pany’s New York office where he 
will act in a similar capacity. Be- 
fore joining Panagra, Mr. Harris 


National Ad Total 
in 6 Media Rises 
fo $1 Billion 


Magazines, Radio, 
Dailies, Outdoor, 
Car Cards All Gain 


New YorK—The gross total of 
national advertising in six major 
media—magazines, newspapers, 


| network and spot radio, outdoor, 


farm papers and car cards—moved 


was in the publicity department of | well above the $1 billion mark in 


American Airlines. 


_1946, ADVERTISING AGE estimates | 


from preliminary figures. | 1944, $19,000,000 in 1945, and $21,- 

Addition of direct mail, point of | 000,000 in 1946. 
purchase, network radio talent) National advertising in daily and 
costs, business papers and other|Sunday newspapers (general and 
media probably would lift the na- | 2Utomotive linage combined) prob- 
tional advertising total to nearly | ably rose about 12%, from $232,- 
'$1.5 billion. | 000,000 in 1945 to $261,000,000 in 
| Magazines and farm papers | 1946. Media Records’ figures for 
‘combined rose about 25%, from | 52 cities for the first 11 months of 
| $305,000,000 in 1945 to $382,000,- | 1946 showed gains of 8.5% in gen- 
000 in 1946, the Magazine Adver- €r@! and 25.8% in automotive. 
‘tising Bureau estimates from fig-_ Heavy retail, financial and classi- 
ures compiled by Publishers In-| fied gains lifted the newspapers’ 
‘formation Bureau. In 1944 the| total linage in 52 cities 24.2% in 
combined magazine-farm paper | 11 months. ; 
total was $271,000,000. Thus these| Total linage in New York City 
two together have added $111,000,- | 2€Wspapers in December rose 
000 in the three-year pericd. The | 39.3% from December, 1945, Media 
magazine-farm paper figures do| Records reports. Retail gained 
not include Sunday newspaper | 46.9% and general was up 32.1%, 
supplements. |but automotive declined 5.6% and 
| financial was off 17.6%. 

PIB figures the gross time vol- 
; ‘ume of the four national radio 

Weekly magazines are estimated | networks in 1946 at $193,000,000. 
to have gained 25.6% in 1946 over | AA estimated their combined vol- 
1945; women’s magazines about) ume, Jan. 6, at $192,200,000 in 


Weeklies Gain 25.6% 
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tising Incorporated. (AA esti- 
mated that this part of outdoor 
totaled $60,000,000 in 1946.) The 
volume of national outdoor busi- 
ness booked by OAI on Dec. 3) 
was at an all-time high, and 13.7”, 
higher than on Dec. 31, 1945. Be. 
tween 1941 and 1946 food—uy 
137.8%—made the greatest gain 


among major national outdoo 
classifications. 
The National Association 0 


Transportation Advertising esti 
mates that its medium gained 7 
or 8%, from about $20,000,000 j 
1945 to $21,500,000 in 1946. Trans 
portation advertising also wa 
divided about 50-50 between na 
tional and local. 

The Direct Mail Advertising As 
sociation recently issued a pre 
diction that “direct advertising’ 
would total $700,000,000 in 1947 
This would be an increase o 
about 16% from the 1946 “direc 
advertising” total of $600,000,000 
|AA was told, however, that fo 


is IT N TELLS YOU! 
LL TOWN own? 
Shy SUBURBAN TO ob wlOMING SOON! 


24%, and general monthlies 15%. 


Farm papers, MAB says, 


aC- $189,000,000 in 1944. 
'counted for about $17,000,000 in | 


In Philadelphia — nearly everybody reads The Bulletin 


1946, $191,200,000 in 1945, and | 1946 $300,000,000 was estimate; 
'for direct mail and $300,000,00 
for point-of-purchase and othe 
| “non-mailed” direct advertising 
But this was only part of the | Both figures, it was said, were vir 
radio picture. The National As-| ‘ally unchanged from 1945. 


sociation of Broadcasters has 
placed the total radio time bill| National Distillers 


for 1946 at $433,000,000, as cOM-| Dilgns Record Drive 


pared with $411,500,000 in 1945. or 
Although, NAB says, national net- National Distillers Products Cor 


work rose only slightly, from. poration, New York, has scheduled 


. ..|a record campaign, to include mor 
$190,700,000 to $191,000,000 in this | full-page, two-color advertise. 


period, spot broadcasting climbed | ments in nine consumer magazine 
from $220,800,000 to $242,000,000.| (including for the first timd 
Regional spot rose from $8,200,000 | American Magazine and Cosmo 
to $9,000,000; national spot from | politan) to promote Old Crovy 
$103,000,000 to $117,000,000, and | whisky. Others on the list arg 
local spot from $109,600,000 to a Sectag Beas re 
. aia . . 9 & 9 ’ ) 
$116,000,000—all establishing rec- erty, Life and Newsweek. Outdoo 
ords. _. |posters and car cards also ar 

National outdoor advertising | scheduled. Lawrence Fertig & © 
rose 22.9%, said Outdoor Adver-|is the agency. 


Time Bill $433,000,000 


—— 


When a lady goes shopping in Fort 
Wayne, chances are her handbag 


contains an assortment of items she 


ripped out of The News-Sentinel ads 
last night. For her The News-Sentinel 
is a wonderful shopping guide — for 
things she needs and things she 
merely thinks she would like to have 
—things that looked and sounded 
so good in the enticing ad she saw 
and read. In Fort Wayne more gals 
of all ages read the ads in The News- 
Sentinel than see the daily morning 
paper — for the simple reason that it 
is delivered to *14,816 more homes 


than the morning paper. 


The News-Sentinel is delivered by carrier to 97.8% 
of all homes in Fort Wayne six days a week. 


The Vews-Seritinel 


FORT WAYNE'S “GOOD EVENING’ NEWSPAPER 
FORT WAYNE, INDIANA 


ALLEN-KLAPP CO. - NEW YORK—CHICAGO—DETROIT 


“ACB Audit Report 12-31-45. Publishers 
statements 9-30-46 show 17,089 differential. 
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no more playing sardine when the boys from New York 
swoop down again, this time as jury for the 
Cosmopolitan Illustration Contest... we've got the Stevens 


Grand Ballroom, and boy, we'll need it! 


Cosmos Ed Witalis is back .. . 


with his jury of 3 top illustrators . . . to choose the 3 winning entries in the Cosmopolitan Illustration Contest for Chicago artists. Get 


to hear them all . . . Austin Briggs, Al Parker, Harold Von Schmidt, and of course Ed Witalis . . . whose fame as a genial, to-the-point 


speaker and a great guy has been spread far and wide by the 600 or so audience he won so completely on his last trip west! When 


they make with the awards, black cellophane covers on all names will be stripped off . . . at the dinner and not before . . . so absolute- 


ly no one will know the identity of the winners until this dramatic unveiling! The display itself is well worth seeing, a cross section 


of Chicago talent . . . and who knows what new discoveries will rise and shine! Each artist on the jury gave an illustration for a 


door-prize . . . the Stevens Chef is set to give his all . . . and you can buy all this fan-fare and feasting for just $5. Don't forget, 


Wednesday, January 22, Stevens Grand Ballroom, which after all isn’t Soldier Field, so . . 


this announcement is run in the interest of Chicago artists by 


Collins, Miller & Hutchings Photoengravers 
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TBA Will Dratt 
Video's First 
Code of Standards 


New YorK—A committee of 
Television Broadcasters Associa- 
tion members representing “all 
facets” of the young video indus- 
try will be named within the next 
few days to draft a tentative code 
of operations, the industry’s first, 
as a forerunner to a permanent 
set of standards. 

The code will be submitted to 
TBA members within the next 
several months and if adopted 
would be operative until actual 
operations in the infant industry 
provide sufficient basis for per- 
manent standards. 

Members of the three-year-old 
TBA approved these steps at the 


| organization’s annual meeting here 


last week upon an urgent recom- 
mendation by J. R. Poppele, presi- 
dent. 

While television experimenta- 
tion at this point should not be 
restricted by “namby-pamby do’s 
and don’ts,”’ said Mr. Poppele, 
“programming undoubtedly is the 
major undeveloped feature of 
television today” and the social 
responsibility that goes with tele- 
vision programming is so great 
that certain precepts of good taste 
and practice should be adopted 
“at the earliest possible moment 
—surely before many more sta- 
tions get on the air.” 


All-inclusive Committee 


The code committee, which Mr. 
Poppele will appoint, is expected 
to include representatives of the 
broadcasters, film producers, ad- 


TELLS YOU! 


COMING SOON! 


| vertising and talent agencies, and 
| educators. 

| TBA reelected Mr. Poppele 
president. He is vice-president of 
| Bamberger Broadcasting Service, 
New York. Will Baltin was re- 
named secretary-treasurer. New 
officers elected include G. Emer- 
son Markham, head of General 
Electric’s broadcasting facilities in 
Schenectady, as _ vice-president; 
Paul Raibourn, president of Tele- 
vision Productions, Inc., as assist- 
ant secretary-treasurer; and Mr. 
Raibourn, John F. Royal, vice- 
president in charge of television 
of the National Broadcasting Com- 
pany, and Frank P. Schreiber, 
general manager of WGN, Chicago, 


|as directors. 
| 


Names Craven & Hedrick 


Tudor Chemical Specialties 
(Quickee waterless hand cleaner), 
‘and Glad Rag Products Corpora- 
‘tion (polishing and cleaning prod- 
ucts), New York, have appointed 
Craven & Hedrick, New York, to 
handle forthcoming consumer and 
| business publication advertising. 
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AFA's Ist Drive 
Says Advertising 
Makes Jobs Secure 


(Picture on Page 1) 


New YorkK—The Advertising 
Federation of America will get 
under way this week with its pro- 
gram, approved last spring, to 
promote public understanding of 
advertising. 

Campaign kits were mailed last 
weekend to cooperating media— 
newspapers, radio stations, maga- 
zines, business papers, farm pub- 
lications, outdoor advertising op- 
erators and transportation adver- 
tising companies—together with 
instructions to contact local ad- 
vertising clubs to coordinate their 
efforts in local campaigns. In 
cities where no advertising clubs 
exist, the federation will handle 
the program direct. 


IN 


XX N 


y ee 
SGari own 


NEW SUNDAY MAGAZINE 


They like it! The heart-warming reception given the 


first issue of The Indianapolis Star Magazine is inspiring 


assurance of our belief that there was a definite place 


in Indiana for Indiana's own magazine. 


To advertisers desiring to tell Hoosierdom about their 


products, it is convincing confirmation of the new op- 


portunity which is now offered by this 


powerful medium. 


210,000 Circulation Every Sunday—an in- 


Sunday newspaper, and the only one in cen- 


tral Indiana. 


carefully read by every member. 


A "whole-family" medium— 


As Hoosier as Penrod and 


“Advertising, by selling more 
goods, makes your job more se. 
cure” will be plugged in this firs 


campaign, which is expected to be 


|/month and will be continued for 


several months. Future theme; 
on the benefits of advertising ty 
the public may be approved ani 


| 
‘in full swing by the end of the | 


| promoted later. 


Campaign kits contain materia) 
for use in newspapers, radio, car 
cards, outdoor advertisements, ay 
envelope stuffer, and a campaign 
emblem—the latter a simple state. 
ment of the theme, incorporate 
in a 1%4-inch oval. 


Newspaper Mats Offered 


Newspaper material includes , 
“long copy” ad, 10x14 inches, con- 
taining about 2,500 “persuasive” | 
words on “What’s the truth about 
advertising anyhow?” available ip 
proof form only. Also available 
are 12 display ads in mat form at 
$2.50 per set of 12 mats, including 
packing and transportation 
charges. For newspapers there ar 
also 10 “readers” of 2-line, 3-line 
and 4-line length. 

Radio material, all spotlighting 


ti 


ty W & 


Indiana's Busiest . . . Most Interest- 
ing ... Best Looking . . . Most Visi- 


ble Advertising Medium! 


Pigtails—Indiana’s first 


all-Hoosier magazine, edited by Hoosiers, for Hoo- 


siers, here in the home of Tarkington, Riley, Wallace, 


Ade and Dreiser. 
Alco-Gravure . . . Monotone 


to 4 Colors—the very 


finest reproduction for your product, whether in full 


Write for 
THE INDIANAPOLIS 
STAR’S 1946 CON- 


authoritative Mil- 
waukee Journal type 
manufaetur- 

ers, distributors and 


SUMER ANALYSIS — 
tegral and vital part of Indiana's largest the 
g 


guide for 


agencies in this major 
market. 


Direct inquiries to Metropolitan Sunday Newspapers, Inc., or 


Kelly-Smith Company, Star 
National Advertising 


national representatives, or 
Department, The Star 


color or black and white. 

A Show-Window for Your Advertisement— 
1,000 line, tabloid page size, fewer ads per 
page, less competition for attention in the 
top-interest section of the Sunday paper. 
It's the shortest, straightest line to Hoosier 


interest and Hoosier sales. 


THE INDIANAPOLIS STAR 


FIRST IN 


INDIANA SINCE 


1936 


IN TOTAL ADVERTISING LINAGE 


the campaign theme, includes nin¢ 
scripts for nine to 60-second spots’ 
eight participation program plugs 
eight plugs for live announce- 
ments; four hitch-hikes for loca! 
advertisers; and six hitch-hike: 
for national advertisers. 

For outdoor advertising and cai 
|cards the federation has prepare¢ 
two three-color sketches for eacif 
medium. . 


No AFA Insignia 


The AFA insignia or signaturé 
is absent from all the material 
Media may use any signature 
their own, a sponsor, a local ad 
vertising club, or some other or 
ganized group. Explains the fed 
eration: “We have no axe to grind 
and are trying only to perform 3 ( 
service for our industry.” | 

The AFA committee which de 
veloped plans for the campaign / 
and prepared the material in- 
cludes Ralph Smith, general man 
ager of Duane Jones Company, 
New York, as chairman; Helen 
Cornelius, retail radio consultant; 
Robert Gibson, advertising man 
ager of the General Electric plas 
tics division; Weston Hill, Booth \ 
Vickery & Schwinn; Art Stein, pro 
motion manager of Newsweek 
and Eugene S. Thomas, sales man 
ager of WOR and president of the 
Advertising Club of New York. 


McNeil Quits WJZ 

John H. McNeil resigned las 
week, effective immediately, 
| manager of 50,000-watt WJZ, ke) 
station of the American Broadcast 
ing Company in New York, fol 
lowing the network’s decision 4 
merge WJZ operations with ABC’ 
departmental operations. It wa 
not immediately announced wh 
will be in direct charge of the sta 
tion. Mr. McNeil said the ne 
setup left him too little to do 4 
station manager. After a_ brie 
vacation, he will enter the FM 
television operational field, he said 
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DAS RHEINGOLD 


A WaGNnERIAN Envor 


(Last January, advertisements announced that “lovely Miss Pz 
Miss Rheingold, 1945.” In August, new ads asked the public t ind Ne 
Rheingold for 1946. Rheingold’s current advertising displays Never mi ‘ 
A 


Daigle the winner.) 


It has come, we are parting! 

A week more, a day, 

Heart pounding, eyes smarting, ae 

She’ll gallop away, .* 
A pelt on her pommel, six trout in her creel, waver 
A face of sheer beauty and muscles of steel. 

Off, off to the mountains 

Where Rhein maidens drear 

By desolate fountains 

Sit dreaming of beer, 
While once more resounds the bright hunting horn’s knell 
Through the vales of December. Halloo and farewell! 


O hateful arrangement! 
O Faustian fate 
Which compels our estrangement 
Who, comrades of late, 
Went a-roving in fantasy, shared the same blind, 
Heard the cry of the hounds down the Westchester wind, 
Bowled, sambaed, went swimming, 
Lugged shotguns or packs, 
With fervor undimming 
And outfits by Saks. 
Alas! We awake with a start to discover 
Our fleeting if arduous friendship is over. 


For the judges have gathered, 
The die has been cast, 
And with hearts no more tethered 
To maids of the past, 
We drink to Miss Daigle, the next in the line 
Of bright-cheeked, ubiquitous Maids of the Stein, 
Who, with spurs at the ready, 
Guns, fly rods, and dogs, 
Eyes flashing, nerves steady, 
And trunkfuls of togs, 
Strains forward, impatient, to fill in the void 
To be left by the now scarce-remembered Miss Boyd. 


O Rhein maidens, hearken 
Lest you in your pride 
Think time will not darken 
Nor circumstance hide 
The sheen of your beauty acclaimed far and near 
Through the bounty of Kodachrome, billboards, and beer. 
Remember the mountains 
Where other maids mourn 
By desolate fountains, 
Unhorsed and forlorn, 
The fate which must ere a brief twelvemonth befall— 


Be they never so strenuous—Rhein maidens all. 
—CHARLEs MaITLAnp Fair 


Permission The New Yorker 


Copyright 1945 The F-R. Publishing Corporation 
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Miss Rheingold 1947 


. . » Miss Michaele Fallon in private life . . . 
blue-eyed redhead, age 24, weight 110, height 
5 ft. 614 in., married, lives in Manhattan, 
her telephone—taken out. Not interested in 
Hollywood or the stage. Will be featured in 
Rheingold advertising in 1947. 

Proof that all the world loves the Irish, or 
redheads, Miss F. polled 100M more votes than 
any of the five other beautiful nominees . . . 
while ballots of New York’s beer drinkers 
reached a new high—almost 1,500,000. 

This annual competition to elect a Miss 
Rheingold . . . in seven years has made | 
Rheingold one of the two best sellers in New 
York (as far as we can tell without hiring 
detectives!) No doubt the beer itself, the 
Liebmann Breweries, and Young & Rubicam 
also contributed something. And while it’s not 
considered nice to point—may we mention, 


that the Miss Rheingold competition was con- 
ceived by the Einson-Freeman Co., which | 


produces good ideas as well as fine lithography. . a 


MERCHANDISING-MINDED LITHOGRAPHERS 


Starr § Borden Aves., Long Island City, N. Y. | 
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10 
Appoints Hillman-Shane 


Western Patio Furniture, Pasa- 
dena, Cal., manufacturer of red- 
wood patio furniture and acces- 
sories, has appointed Hillman- 
Shane, Los Angeles, to direct its 
advertising. 


C= PHOTOS 5 


sae” «Unsurpassed in “ae 
ey Quality at any Price “ 


y 5¥2* EA. in 1000 Lots 
POST CARDS or 4°15°s 


24 HOUR SERVICE ON REQUEST 
: “THE PHOTOGRAPHER'S PHOTOGRAPHER” 
& (Gi) WRITE DEPT. 98 

WS 165 West 46m St. Aa 
5 otographerr New Yor I9NY 2 


LIVER WHAT WE ADVERTISE” 


Most Firms Tie 
Displays to Their 


Consumer Drives 


But 62° Ship Them 
Minus Installation 


Plans, ANA Finds 


New YorK—Sixty-nine of 100 
member companies surveyed by 
the Association of National Ad- 
vertisers have reported that they 
frequently tie in dealer displays 
with the theme of consumer ad- 
vertising, the ANA display com- 
mittee headed by Val A. Schmitz 


TELLS YOU! 


COMING SOON. 


of F. & M. Shaefer Brewing Com- 
pany, Brooklyn, reports in a 50- 
page summary. 

Seventeen of the companies said 
that such displays always are tied 
up with consumer campaigns, 
while 11 said that they seldom are. 

Sixty-two replied that, some- 
times or always, they ship dis- 
plays to dealers without making 
installation arrangements. Thirty- 
seven sometimes have salesmen 
install displays. Twenty have used 
bonus merchandise deals to get 
retailers to use display pieces, and 
15 pay an outside organization to 
install them. 


Lithography Popular 

Eighty-three of the companies 
said that they use lithography in 
displays, 46 silk screen, 42 func- 
tional (wood, metal, plastic, etc.), 
23 electric signs, and 14 animated 
displays. 

Although only a small number 
supply exterior displays, 82 of the 
100 provide dealers with counter 
displays; 62 use merchandise or 
floor displays; 44 wall displays; 
27 fixture type signs, and 26 mis- 


cellaneous identification signs. 

Only 14 have conducted research 
on window displays since the war, 
but 45 plan to do so in the near 
future. Whereas only 21 have 
made tests of interior displays, 55 
expect to conduct them. 

Specific data are provided on 
display policies and plans of 78 
advertisers—including 13 grocery, 
14 drug, eight alcoholic beverages, 
four apparel, 16 home furnishings 
and equipment, 11 petroleum, tires 
and accessories, five stationery 
and office equipment, and seven 
miscellaneous. 


Major Developments Coming 


“Leaders in the display field,” 
Mr. Schmitz writes in the fore- 
word, “point out that major de- 
velopments may be expected in 
the display medium in the coming 
months. Retailers in every field 
will begin to restyle the appear- 
ance and format of their stores, 
as soon as materials are available. 

“A new idea for drug and simi- 
lar type outlets is to eliminate 
window display space, and greatly 
restrict the use of counter dis- 
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WKY Program! 


75% of the Audience of the Average WKY 
Program Is Inherited from the Preceding 


A PREPONDERANCE of superior programs, both network and local, 
over a long period of years has developed for WKY a large, habitual 
audience, an audience “loyalty” of important significance to advertisers. 


For the first time, through a Diary Study conducted by Industrial 
Surveys Company which traced audience flow day and night for one 
full week, in the 30-county area immediately surrrounding Oklahoma 
City, the degree of this “loyalty” has been measured. While individual 
quarter hours, of course, show greater flow variation, 75% of the audi- 
ence of the average WKY program is inherited from the preceding 
WKY program; 16% are new tune-ins from “radio-off” and 9% come 
to WKY from other stations. 


The majority, widespread habit of listening to WKY in Oklahoma 
is one of the reasons for the high audience expectancy any program 
enjoys from the moment it starts on WKY. 
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plays. A large grocery chain has 


|plans all set for restyling the ar- 


rangement of its larger units, 
which will revolutionize grocery 
merchandising, and. which will 
have a direct bearing on the dealer 
display medium in both chain and 
independent outlets.” 

New materials now becoming 
available, including plastics, metal 
and laminated wood, he explains, 
“will be used to develop a more 
permanent type of display ma- 
terial, and will tend to raise the 
quality level of all displays.” 
These, however, “will be often 
used in combination with lithog. 
raphy and silk screen.” 

Mr. Schmitz believes that deal- 
ers will become more discriminat- 
ing in their acceptance of display 
material. 

He suggested that “‘a broad basic 
(display) research may be de- 
veloped. .. The Point of Purchase 
Advertising Institute has repeat- 
edly expressed an interest in a 
basic research project on some 
phase of the display problem, if 
the ANA membership would agree 
on same. More recently, POPAI 
has conducted a pilot study in 
Trenton, N. J. (AA, Sept. 23), 
This may suggest a type of re- 
search that may be extended to 
other areas.” 


N. Y. Agency Boosts 
Art & Copy Personnel 


Alley & Richards 
|New York advertising agency, has 
| up-graded members of the art and 
/copy staff as follows: Deane Upte- 
|grove, formerly art director, to 
creative director, serving as super 


| visor of copy and art production; 
| Arthur Hawkins Jr. to art direc-ij 


tor, and Harry Rocker to associate 
| art director. 

| Frederick B. Clarke has _ been 
|/named copy chief, with Marion 
| Bijur acting as special writer of 
|copy and promotions directed to 
| women. 


The Old Oaken Bucket 
and the Old Gourd Dipper 


++.are as out of place on today’s 
modern ranch as a pig in a parlor. 


Instead...""RANCHMEN WANT TO 
BUY’ ...a unique ranch to ranch 
survey conducted by THE CATTLE- 
MAN...shows that ranchmen went 
and. will buy modern equipment... 
2,265 water systems, for instance... 
27,182 steel tanks... 54,134,085 feet 
of pipe...almost a million dollars 
worth of electrical appliances. .. plus 
eighteen other items covered by the 
survey... plus the hundreds of every: 
day items ranchers use, need and 
will buy... now! 


Low in cost:.. high in quality read- 
ership...no other single medium w 
reach and influence cream of the crop 
farmers and ranchmen like . . . THE 


CATTLEMAN. 


Write for your copy of "Ranchmen 
Want to Buy," current copy of THE 
CATTLEMAN ...and rate card. 


1109 BURK BURN LDE 


AZ) FORT WORTH 2, TEXAS 
(yet GREAT RANCH MARKET 


Company,} 
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«(| Sunkist Lemons to 
ces) Get $1,000,000 
air’ Health Campaign 


Los ANGELES— The California | 
Fruit Growers Exchange will dur- | 
ing 1947 devote its entire Sunkist | 


‘ains lemon advertising campaign, esti- | 
’® mated at about $1,000,000, to help- | 


more . ; ; | 
ma ing retail grocers gain a larger) 
> the Portion of the $85,000,000 laxative 
ays » market, by basing all its copy on) 


health uses of lemons. 
thog. Boosting such suggestions as | 

“Lemons for colds” and “Lemons | 
deal- for a laxative,” the campaign will 
be a noticeable departure from 


wt former copy which promoted food | 
“e" BH and beverage uses of lemons as| 
basic well as health uses. While the 


. de. Sunkist campaign will not repre- 
sent as large an investment as 


has 
eats those of several of the makers of | 
in laxatives, past Sunkist campaign | 
a dee 
po results indicate that lemon and 
me P 
m, it water as a health measure will be 


highly competitive. 
OPAI The drive will be carried in 12/| 
national magazines and 56 Sunday 
23) newspaper supplements; in more | 
‘— than 2,300 weekly newspapers; 
eA te via street car and bus cards in 
1,100 communities, and in New 
York and Chicago elevated and 

subway stations. 
Foote, Cone &. Belding is the 

1 agency. 


ipany. e, . 

y, hast} Lionel Expands Line 

rt and} Lionel Corporation, New York, 
Upte-} manufacturer of miniature elec-. 
or, ‘0 trical trains, completing the larg-| 
supel-) est year’s business in its history, | 
action} plans to expand its train line to_ 
direc-§ include more functional acces- | 
sociate® sories. Lionel will also enter the. 
construction toy field with a com- | 
plete line of sets which will be} 
made of dural and steel. The me- | 
dium-price and larger units will | 
be augmented with electric motors. | 


. been 
Marion 
iter of 
ted to 


ZB ecause, financially, 


it is predominantly 
Middle Class, with no 
extremes of wealth or 
poverty, there is safety 
in numbers, in the 
National capital. 


Everybodys 
t a customer in 


ipper Washington 


today's 


arlor. BUY GREAT CIRCULATION 
ANT TO 


> ranch 


SATTLE- 

>n want Se — »)) 

nent... 

nce... 

85 feet /» 

dollars olay y 

Se ee plus Editor and Publisher 

| by th 

»f every 

red and & 

aoeal TIMES-HERALD . 262,216 

meng ye The STAR . . . 210,256 
e crc 

.. THER The POST. . . 167,261 

: | The NewS. . . 109,694 
ran THE as of September 30, 1946 


Timey MTieraln 
1G) | WASHINGTON, D. C. 


ETT BLO National Representative 
TEXAS GEO. A. McDEVITT CO. 


ARKET 


BUILDING A BRAND — 


in the Textile Industry Requires 
INDUSTRY-WIDE IMPACT 


oe ee ee 


oe ——— 46 eg =] 

A et DE ay VOLUN 
$B een Oe yale REM ey 
++ = yqpets Nite” Rises im rs 


To build a textile brand, you must achieve recognition by all the interrelated 
segments of the industry. For most textile products and men’s wear, boys’ wear, 
and domestics, travel the complete merchandising route from raw material 
producer to retailer. % One newspaper reaches America’s second largest in- 
dustry in its remotest ramifications on the morning of every business day. One 
newspaper enables you to reach the entire textile industry, simultaneously, 
with a single advertising appropriation. One newspaper is a must advertising 
medium for textile brand building... DAILY NEWS RECORD. 


News Record 


FAIRCHILD PUBLICATIONS q@ 


FAIRCHILD BUILDING—NEW YORK 3, N. Y. 


DAILY NEWS RECORD - WOMEN’S WEAR DAILY - RETAILING HOME FURNISHINGS - MEN'S WEAR - FOOTWEAR NEWS - FAIRCHILD INTERNATIONAL - FAIRCHILD TRADE DIRECTORIES 
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$100,000,000 in Railroad Copy? 


In this issue appears the first 
half of the saga of Robert R. 
Young, railroader extraordinary 
and professional burr-placer under 
the seats of the complacent. His 
thoughts on railroading, and par- 
ticularly on advertising, as told to 
Mike Hughes, executive editor of 
ADVERTISING AGE, are certainly 
provocative. 

Here is one “top management” 
man who doesn’t, obviously, have 
to be sold on the importance and 
the value of advertising. If any- 
thing, he has too much faith in 
advertising, as indicated by his 
suggestion that the country’s rail- 
roads ought to spend $100,000,000 
a year in this effort. We agree 
wholeheartedly that railroad ad- 
vertising, on the whole, has not 
been either adequate or inspired, 
but we have a shadow of a sus- 
picion that Mr. Young’s promo- 
tional figure is a shade too high to 
be entirely practical. 

We disagree, too, with Mr. 
Young’s notion that the way to get 
good advertising is to write it 
yourself. Mr. Young may be the 
exception that proves the rule, but 
in general most advertising — and 
especially “publie relations” ad- 
vertising—would be far better if 
top management would let pro- 
fessionals do a good, professional 
job for them, and quit hamstring- 
ing them by trying to write or re- 
write the stuff themselves. 

Aside from the inadequacy of 
railroad advertising, however, the 
thing that irks us about railroad 
“selling copy” is that far too much 
of it seems to be devoted to sell- 
ing the wrong thing. What we 
mean is that the dollars and the 
effort are almost invariably put 
behind the show horse type of rail- 
road service—the super-duper 


| Twentieth Century Limited. 


trains like the Super Chief and the 
To 
us this has always seemed about 
as sensible as it would be for Gen- 
eral Motors to put 60 or 70% of its 
promotional dollars behind the 
‘Cadillac line and split the re- 
/mainder in small segments among 
Chevrolet and Pontiac and Buick 
and Oldsmobile and the other cars 
which it expects to sell in large 
numbers. 

We are no experts at railroad- 
ing, and even our efforts to operate 
a toy train usually end in failure, 
but we have been told that the 
show horse type of train, ridden 
by the elite of the world, very 
seldom shows an operating profit, 
while the dollars really pour in 
when it is possible to develop 
near-capacity business on fast day 
coaches and other trains in which 
very little space is given over to 
play, and basic railroad fares are 
collected by the hundreds. 

If this is true, how about an 
about face in railroad passenger 
advertising, with the deluxe trains 
getting the proper amount of de- 
emphasis and the bread-and-but- 
ter stuff getting the emphasis it 
deserves? Maybe the ordinary guy 
won’t feel like he’s riding in a 
cattle car when he climbs into his 
modest day coach. 

And just to round out the pic- 
ture, how about putting a few 
more promotional dollars behind 
intelligent freight promotion cam- 
paigns? Isn’t it still true that 
freight represents a far larger seg- 
ment of railroad income than pas- 
senger traffic? 

By all means, Mr. Young, let’s 
have more railroad promotional 
activities. But let’s take a good 
hard look at how we spend the 


| 
money, too. 


The Ice Man Cometh Forward 


We are pleased to learn that the 
ice industry, through National Ice 
Public Relations, Inc., has now de- 


veloped the unified support of the) 
important factors in the field and) 


is prepared to enlarge its promo- 
tional activities. 

Here is an industry which ap- 
parently has finally come to rea- 
lize that there are only two things 
to do when faced with a steadily 
jeclining major market: 1. De- 
velop new markets; or 2. Go out 
of business. 

The ice industry has been doing 
very well during the past few 
years, as have most others, but the 
‘act remains that the household ice 
narket has shrunken tremend- 
jusly and undoubtedly will shrink 
urther unless new uses for ice 


can be developed. With an intelli- 
gent campaign directed at retail 
food and drink dispensers, the ice 
industry has already made a good 
start toward developing entirely 
new markets, and there is every 
reason to believe that it can do 
exceptionally well in this direction 
if it does not lose heart. At the 


set. 


| ececraitac 
| MOPLIANCES 


“And note the enchanting loveliness of the leg after one little demonstration!" 


—Electrical Merchandising 


Reminder 

We saw a lot of party invitations | 
over the holiday season, but none 
did a slicker (and less expensive) | 
job than this one, printed by off- 


ae FESO 
wt? 2 4 : 


UESDAY DECEMBER 24 


This was the product of Loyal 
Leather Products, New York, and 
credit for its origin goes to Ira| 
Rudin, the company’s advertising | 
director. 


Ties Manned 

The ghastliest thought we’ve had 
in many a long day is brought by 
Hallicrafters, Inc., a Chicago radio 
manufacturer, which has the 
peculiar custom of having its male 
employes wear their most colorful 
Christmas gift neckties on the 
same day. This day of colorful 
consequence is known as “Christ- 
mas Tie Day,” and employes are 
enjoined not to bring a spare, and 
the ground rules provide that the 
employe shall wear his hand- 
painted albatross from home to| 
work and return. 


! 
| 


We have always regarded the 
Christmas tie gag as something 
dreamed up by an unemployed 
radio writer, and it’s a little brutal | 
to think of an entire factory peo- 
pled by men wearing the worst 
examples of the haberdasher’s 
trade. | 


Stork Realism 


We note with approval that 
Storkline Furniture Corporation, 
Chicago, has finally come up with 
an advertising theme which makes 
so much sense that it’s surprising 
they haven’t been beaten to the 
punch. 


Jottings 
National Laughweek Founda- 
|tion, sponsored by Gagwriters’ 


sleep him on a firm, smooth mat- 
tress; it also helps his bones grow 
straight and strong.” 

It’s good copy, but up to now 
we thought sleep was an intransi- 
tive verb“or an adjective, and has 
anything slept you lately? 


For City Fellers 

Wallaces’ Farmer & Iowa Home- 
stead recently conducted a contest 
for newspapers in cities of more 
than 300,000 population, for edi- 
torials stimulating constructive 
thought on farmer-city relations. 
A bronze plaque goes to the win- 
ning newspaper, but $500 goes to 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 


letterhead. Address ADVERTISING 
AGE, 100 E. Ohio St., Chicago 11, 
Ill. 


No. 2741. To Get the Right Infor- 
mation to the Right Men at 
the Right Time. 


In this brochure, Sweet’s Catalog 
Service (division of F. W. Dodge 
Corporation) points out that 
“product information is about 90% 
of the stuff of which inter-indus- 
try sales are made,” and therefore 
“it is important to have the right 
kind of information on your prod- 
ucts in the hands of the right men 
at the right time.” The brochure 
goes on with a complete descrip- 
tion of catalog handling under the 
Sweet’s plan, including design, 
printing, filing, distribution and 
maintenance, and devotes several 
pages to a demonstration of the 
service in action, 


No. 2742. Johnny and Susan Sell 
Their Parents . .. but Who 
Sells Johnny and Susan? 


The Grade Teacher in this new 
brochure, cites the importance of 
school children as “the greatest 
pressure group of all in influenc- 
ing decisions on family purchases.” 
Figures are given to show a break- 
down of the American family’s 


the editorial writer, and $200 to 
each of two runners-up. The con- 
test ended Jan. 10. 


Crossroads 
We have often wondered to what | 
curious products the adjective 


atomic would next be applied, and 
here is a partial answer: 


We're Campaigning For... 


ATOMIC CHICKS 


Atomic Chicks Give You More Quality 

ees, Satisfaction and Profits ? 

anne HAMPSHIRES—SEX LINK— 
HITE ROM A NRHODE ISLAND REDS 
STARTED CHIC AND casan 


KS AND C ‘ 
See Us About Your ja 


ATOMIC HATCHERY 


Windsor, Conn 
in’sor Locks 1182 


juoneck Ave, 
throne Windsor 40 


This hatchery is in Windsor, 
Conn., and the advertisement is 
from the Bridgeport Herald. From 
Oak Ridge to Windsor is quite a 
distance, but it’s amazing what 
nuclear fission will do. 


Protective Association, will hold a 
school for gagwriting, beginning 
Jan. 8. Tuition is free for ex- 
G.I.s, and classes will be held each 
Wednesday at PSNo.17, 328 W. 
48th St., New York... 

We never told you about the 
National Better Business Bureau, 
which turns out to be no mean 


same time, it can and undoubtedly | 
will gain re-entry into the ordi-|is a manufacturer of nursery fur- 
nary household by providing pack-|niture and baby carriages. But 
aged and cubed ice, and other Storkline’s present copy theme is 


acaal : |devoted to care of infants. Cur- 
nag lan ag not Oe Pee |rent copy in Life headlines: “Make 

It is encouraging to see an lov lcae Cee af hie baa, ~— a 
dustry exhibiting some enterprise | text notes crisply that “According 
and initiative instead of letting|t9 the National Safety Council .. . 
itself be counted out just because pillows in an infant’s bed or car- 
some one has invented a device|riage are a common cause of suf- 


which seems to narrow its market.|focation. For your baby’s safety, 


Storkline, as every father knows, | 


hand with a gag itself, as witness 
their bulletin of Dec. 13: “If this 
solicitor appears in your city, 
please inform authorities at once. 
Among the names he assumes are 
K. Kringle or Kringel and S. 
Claus. And a Merry Christmas to 
you, too, from the Division of Fe- 
licitations.” .. 

One of our scouts, fresh from 
the land of sunshine (in this case, 
Florida), reports seeing three Cali- 


budget; there is a discussion of the 
modern school child’s lessons out- 
side the old-time three Rs routine, 
and some examples of educational 
material prepared by leading ad- 


vertisers for school use. 
No. 2743. Coal and the Coal 
Miner. 


Reprinted from the December 
issue of Coal Age is this study of 
the coal industry, which starts off 
with a tabulation of figures on the 
United Mine Workers, listing 
union action and results, and goes 
on with reviews headed “How the 
Public Sees It,” “What the Miner 
Thinks,” and “The Job Ahead for 
Coal.” 


No. 2713. Grocers’ Route List. 


The Toledo Blade’s new edition 
of its grocers’ route list carries, in 
route form, names and addresses 
of all grocery stores in Toledo and 
the 14 counties comprising the To- 
ledo ABC trading area—a total of 
1,878 outlets. Stores are keyed to 
volume and affiliation. The direc- 
tory also shows food sales by 
county; a census tract map indi- 
cating shopping areas, and per- 
sonnel and store data. 


No. 2717. Advertising Builds Con- 
sumer Acceptance for a Prod- 
uct. 

In this folder, House Beautiful 
holds that “all consumer markets 
do not represent equal opportuni- 
ties for any given market.” “Log- 
ical markets,” the booklet says, 
“are made up of people who have 
the capacity for making full use of 
the product and who have the 
money with which to buy it.” 
Charts indicate who has the 
money, where savings are concen- 
trated, and how House Beautiful 
readers stack up as a market. 


No. 2732. Sales Routes, South 
Bend, Ind., Including Misha- 
waka. 

The South Bend Tribune has is- 
sued this route list, which contains 
17 routes covering South Bend 
retail grocers, six routes for Mish- 
awaka, Ind., and mames and ad- 
dresses of chains, wholesale groc- 
ers, pharmacies, hardware dealers 


fornia cars in one block... 


and others. 
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GOP Seeks Place 


in Communications 
for Marion Martin 


WASHINGTON—Republicans 
sought to extend their influence 
into the administrative agencies 
of the government last week as | 
Sen. Wallace White, majority 
leader in the upper House, asked | 
the President to name Marion E. 
Martin, former assistant chairman | 
of the Republican National Com- | 
mittee, to the FCC. | 

Senator White and Sen. Owen! 
Brewster, his colleague from| 
Maine, visited the White House | 
Tuesday to put their case before | 
the President. As members of the | 
Interstate Commerce Committee, | 
vhich is expected to review FCC’s | 
authority this year, their recom- | 
mendations carried weight. 

Miss Martin recently was fired | 
as chief of women’s activities for | 
the GOP. Her dismissal led to! 
accusations that she had been) 
“purged” by forces friendly to) 
Sen. Robert Taft. 


Would Balance Parties 


Her appointment would give the 
Republicans three. FCC seats. 
Chairman Charles Denny and two 
other commissioners are Demo- 
crats. Commissioner I. K. Jett is 
listed as an independent. 

Appointment of Miss Martin 
would come as the commission 
wrestles with the difficult decision 
raised by the CBS demand for a 
“go ahead” on color television. 

Commission engineers have been 
impressed with the case CBS is 
making at hearings that have run | 
through the past month, but the | 
commissioners must decide 
whether the “sequential” system | 
now perfected is sufficiently good | 


At Last ! 


The World's Finest 
2-Cell Flashlight 
with 


Your Advertising Imprint 


breakable Plastic Super 


@ No. 122 Gits Un- 
ight Angle Flashlight 
at recently withstood 
he sensational 30,125 
bs. trailer truck test — 
® same sturdy light 
at served the boys so 
cithfully on every 
battlefront is now avail- 
able to discriminating 
dvertising Specialty, 
Good and Premium 
ers. These ethyl cellu- 
ese plastic flashlight 
tases have terrific im- 
pact strength — they are 
on-conductive and meet 
igid military require 
ents 


and look at these features: | 


Transparent or lustrous colored case — 
ith pleasing warmth of touch. | 
Nickel plated, brass, lacquered, perfect 
arabolic reflectors. 


ON-OFF and signaling switch—always 
orks, 


Colors: red, black, blue, ivory or trans- | 


orent. 


Order from your Specialty Jobber 


”~ W. HURON STREET, CHICAGO 4%, ILL. 


‘nufacturers of the famous Gits Flashlights, 
Knives, Savings Banks, Games, 
Protect-o-shields,. etc 


CANADIAN DISTRIBUTOR: 


Kohn, Bald & Laddon, Ltd. 
69 York Street, Toronto, Canada 


(Has extra bulb 
in base) 


‘that 
|has gathered “steam” this winter 
lias a result of football and fight 


to allow it to replace the ‘“‘elec- | medium has raised some specula- 
tronic” black - and - white system, | tion that television will “take” in 
and the electronic color system /|direct proportion to the quality of 
that is now in its final laboratory | program it provides, whether the 
stages. pictures be in color or in mono- 
chrome. 
Video Gets Under Way The commission is confident that 
The commissioners are aware/| 1947 will see FM stations operat- 
black-and-white television|ing in almost every sizable city | 
and town. More than 1,000 sta- 
tions have already been author- 
ized. 
With the demand for small AM 
radios tapering off, the commis- 


broadcasts, and the recent tele- 
vision of the opening of Congress. 
Success of the black-and-white 


13 


lastic Magazines, and previously 
was assistant promotion manager 
of Drug Trade News and Food 
| Field Reporter. 


sion expects that manufacturers 
will produce 4,000,000 FM sets 
during the year. 


Joins ‘American Girl’ 


William Steiner, formerly act- 
ing advertising promotion man- 
ager of the Washington Post, has 
\joined American Girl, published 
by the Girl Scouts national organ- 
ization, New York, as circulation 
and business manager. Before join- 
ing the Post, Mr. Steiner handled | 
circulation promotion for Scho- 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 
THE ARTKRAFT" SIGN co. 


Divisi ion of 
Acticnte® MA : Cc etl 


900 Kibby St., Lima, Ohio, U.S.A. 


*Trodemarts Reg. U.S. Pat OF 


*NORMAN KENYON 
Staff Writer 


yo “the child is father of 
the man. Teach ’em what it means to be 


safe and keep safe, and we'll all be safer.” 


,’ said Norm, 


And so, Norm Kenyon initiated a Safety 
Traffic Contest in Detroit schools during the 
spring of 1946 that looked like a model for 
all time to come. The 73,000 junior and senior 
high school students in Detroit were encour- 
aged both by Norm’s presence and his per- 
suasive “pen” through his articles in The Free 
Press to try out a Traffic Safety program, that 


“talk’’. 


wasn't just 


Each pupil was accorded a certain amount 


of “exposure” to the practice of safety, creation 
of safety ideas, and their actual application. 
Out of this program came driver’s training 
classes; bicycle inspections; student safety 
councils; mock courts; visits to Traffic Courts; 
chalk talks; debates; accident statistics in math 


classes and traffic surveys in science classes. 


Students from the six top ranking schools 


were awarded a free trip to New York city. 


An editorial staff made up of young folks 
like Norman Kenyon, by the application of 
ingenuity, initiative and gumption in their 
newspaper work and their “togetherness” make 
The Detroit Free Press best-read, best-liked, 


most-wanted in the Detroit Market. 


ODhe Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 


Story, Brooks 


ON ¢ UA AR D ‘i 


& Finley, 


Inc., 


Representatives 
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Say Farmers Need 
More Promotion, 
Fewer Subsidies 


Cooperatives Can 
Aid Farm Economy, 
Convention Told 


Cuicaco — U. S. farmers need 
more promotion and less subsidy, 
declared speakers at the 18th an- 
nual convention of the National 
Council of Farmer Cooperatives 
here Jan. 6-10. Promotion through 
their marketing associations, as 
well as pared operating costs, can 
make subsidies for farmers un- 
necessary. Also, the speakers said, 
through cooperatives production 
can be adjusted to fill demands 
farmers can meet most profitably. 

The 10,000 cooperatives in the 


WINNING 


l, the past six most critical 
years have taught us anything, it is 
the necessity for national advertis- 
ers to take their messages to four 
major groups whose good will 
should be acquired and carefully 
maintained— 


Stockholders 
Consumers 
Labor 
Financial Community 


An advertising campaign designed 
to put your company in proper per- 
spective with these interested 
groups should make full use of this 
winning combination. Used as a 
team, it will secure positive advan- 
tages through deeper and more sen- 
sible penetration. 


SURE CONTACT 


Your company’s advertising in 
BARRON’S is your sure contact with 
the financial community — with the 
people who have the money for in- 
vestment in your company’s expan- 
sion program. These investment- 
minded people not only can be 
good customers for your product, 
but with a little more economic at- 
tention paid to them, can be turned 
into avid salesmen for you in every 
community where they have in- 
fluence. 


SELL INVESTORS 


Financial press advertising is ad- 
vertising to influence the minds and 
emotions of people with money to 
invest, whether they be retailers, 
building contractors, purchasing 
agents or great industrial giants. 
Since the audience of BARRON’S has 
a specific interest in investments, 
you can focus their interest directly 
on your selling program with sur- 
prising results 


BARRON'S is not a publication edited 
for reader entertainment. It is a 
medium in which successful people 
find stimulation in interpreting cur- 


rent business and financial trends 
USE ALL FOUR 
BARRON’S worth is determined not 
so much by what it can do by itself, 
but by how much it adds to the 
effectiveness of the four groups as 
a team. It is to your self-interest 
to be as concerned with the finan 
cial health of your company as you 
are in its consumer acceptance and 


labor 


reiations. 


BARRON'S 
a BUSINESS AND FINANCIAL 124 


40 New Street, New York 4, N.Y. 


U. S., according to Roy H. Park, 
president of Agricultural Adver- 
tising & Research, Inc., Ithaca, 
N. Y., represent about 4,000,000 
members who in the aggregate 
spent about 


half of which was directed to con- 
|sumers. Large portions of this, 
| however, were accounted for in 
'the budgets of a relatively few co- 
| operatives, notable among which 
lis the California Fruit Growers | 
'Exchange, which is believed to 


$20,000,000 during | 
1946 in over-all promotion, about | 
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have spent about $3,000,000 on} | charged by the U. S. with manipu- | questionably gets a “poor press,” 


consumer promotion alone. 
|ternal relations services and pro- 


motion are believed to have cost | 


even more. 


Stresses Public Relations 


Another highly publicized coop- 
|erative is Land O’ Lakes Cream- 
eries, Minneapolis, which last year | 
“spent about $500,000 in consumer 
| advertising and promotion. 
Dairymen’s League, 


The 
New York, 
some of whose officers have been | 


Its in- | | lating butter prices, last year spent | Mr. 
about $100,000 consumer-wise. 


The public need: information 


|about the farmer and his problems, 


declared Ladd Haystead, agricul- 
|tural editor of Fortune, who de- 
/scribed how, through lack of ade- 
quate public relations, the farmer 
| fell from his place as a sort of hero 
during early 1946 to the position 
of profiteer and hoarder during 
later months, due to shortages of 
grain and meat. The farmer un- 


Haystead declared, and he 
urged the council to organize a na- 
tional promotional bureau or sim- 
ilar unit which could distribute 
accurate information, in greater 
amounts, about farmers and farm- 
ing. 

Quentin Reynolds, president of 
the national council, declared that 
subsidizing farmers is a threat to 
maintenance of living standards 
and an invitation to higher costs. 
Schemes to set prices at variance 
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with free market levels, he said,}sumer dollars, the council was 
seek to rationalize the faulty idea| told. There is no way, the dele- 
that farmers can produce what, gates were told, for farm produce 
they please and assume that the! to cash in on the advertising of 
government will support them. He others, which can sometimes be 
declared that the same policy is done in manufacturing markets. 
applicable to labor, and that wage 
spirals predicated on the cost of | Predicts More Radio 

Mr. Park declared that radio 


living would induce inflation. | 

The assumption on the part of| probably will be the outstanding 
farmers that their products should |medium for farmers’ cooperatives 
be allowed to filter onto the mar-|during 1947, for both consumer 
ket in the easiest possible way is | and cooperative-farmer promotion. 


costing them their share of con-| Regular newspaper copy was also 


strongly recommended to establish | 
brand names of cooperatives in| 
consumer markets. 

Editors of farmer cooperative 
house organs were urged by Mr. 
Park to increase their readability, 
through a more extensive study of 
their readers’ demands, and if 
necessary, completely change their 
formats and editorial policies to 
guarantee greater service to the 
farmer. Mr. Park estimates that 
there are about 500 such publica- 
tions which now spend about $20,- 


15 


000 annually on an average for all|or older. There are fewer farmers 
publication costs. He also recom- | on the West Coast, too, according 
mended that in instances where| to the Washington Cooperative 


‘readership is low, strong consid-| Farmers Association, Seattle. 


eration should be given to making Pricing policies and “orderly 
the house organ a weekly instead | marketing” practices used by 
of the usual monthly. farmer cooperatives may be threat- 
Labor is one of farming’s big | ened by the outcome of the federal 
problems today, some of the dele-| charges that Henry H. Rathbun 
gates declared. There are 20,000 and three members of the execu- 
fewer dairy farmers in New York tive committee of the Dairymen’s 
now than in 1940, it was said, and | League violated the Commodity 
according to a survey, about 60% |Exchange Act by manipulating 
of the farmers now are 60 years | butter prices on the New York 
| Mercantile Exchange for five days 


'during December. Mr. Rathbun 
| insisted that the purchase of about 
/ 600,000 pounds of butter during 
that time to stabilize milk prices 
did not constitute an illegal act. 
He said the move also protected 


- j s 
Nation’s Business 
SPOT RADIO LIST 
tas MORE 
WwSB Atlanta NBC | | 
WBAL Baltimore NBC | | 
WNAC Boston MBS than any other 
WICC Brid t MBS H H 
— a ae business magazine! 
WGAR Cleveland cBs 
WFAA Dallas NBC 
WIR Detroit CBS | 
WBAP Fort Worth NBC 
KGKO Ft. Worth, Dallas ABC MORE presidents, 
KARM Fresno cBs | 
WONS Hartford MBS general managers, board 
KPOA Honolulu T.H. | chairmen— 
KPRC Houston NBC 
WDAF Kansas City NBC 
KFOR Lincoln ABC 
KARK Little Rock NBC 
@ Sales IMPACT! That's what Spot Radio offers your KFI Los Angeles NBC 
WHAS Loulsville CBS 
P -L 
product. It provides the punch — the power to create a8 jon is a 
KSTP Mpls.-St. Paul NBC 
and stimulate sales in a given market, yet is so flexible WSM Nashville NBC 
WSMB New Orleans NBC 
a WTAR Norfolk NBC 
you can confine your efforts to match distribution. No KOIL Gushe ABC 
WMTW Portland, Me. MBS 
promotion is fulfilled without Spot Radio — no radio ow = Farin, Ore. ore 
WEAN Providence MBS 
’ p . 2 WRNL Richmond ABC 
campaign complete without the stations listed. KSL Salt Lake City CBS 
WOAI San Antonio NBC 
KQW San Francisco CBS 
KOMO Seattle NBC 
KTBS Shreveport NBC 
KGA Spokane ABC 
WMAS Springfield CBS 
REPRESENTED NATIONALLY BY WAGE Syracuse ABC 
KVOO Tulsa NBC 
WWCO_ Waterbury, Conn. MBS 
x x KFH Wichita CBS 
xk WAAB Worcester MBS 
rT) 4 
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| New York consumers by prevent- 
'ing dairy products from leaving 
the New York market. 


Names Free & Peters 


KEX, the Westinghouse radio 
| station in Portland, Ore., has ap- 
| pointed Free & Peters as its na- 
| tional representative. 
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Veterans’ Aid, Labor Laws Take 
Top Billing in New Congress 

WasHINGTON—Most of the orig- 
inal ideas for the new Congress 
fell under the head of veterans’ 
benefits or labor legislation. No 
less than a dozen members offered 
bills eliminating the five-year wait 
for G.I. terminal leave pay. An- 
other dozen suggested strike reme- 
dies, most of them aimed at strikes 
involving public utilities. 

There were a brace of bills pro- 


By STANLEY E. COHEN, Washington Editor 


viding statehood for Hawaii. And 
one member was on hand with a 
resolution designating the second 
Sunday in October each year as 
Grandmother’s Day. 

Rep. Joseph O’Hara (R., Minn.) 
opened a drive to overhaul the 
FTC. He has reintroduced the 
Reece Bill, depriving the commis- 
sion of any authority over foods, 
drugs and cosmetics, and opening 
the door to broad court review of 
other FTC doings. 


This court review may be even 
broader than the Reece Bill pro- 
poses by the time the new Repub- 
lican-dominated House foreign and 
domestic commerce committee fin- 
ishes with it, Rep. O’Hara hopes. 
Amendments to this end are now 
being prepared. 

* * ok 


The Senate small business com- 
mittee canceled its Jan. 7 hearings 
on the problems of small publish- 
ers — newsprint, featherbedding 
rules, advertising, postage rates. 
Republicans claim the investiga- 
tion will start once the Senate de- 
cides that the committee should 
continue. Some phases of the prep- 
arations—particularly the role of 
liberals like Morris Ernst — have 
worried the GOP. If continued, 
the study may be limited to news- 


print, the least controversial phase 
of the subject. 
* Be * 

Though the new Congress was 
to “open each session with a 
prayer and close with a probe” 
GOP temperatures were not run- 
ning high as things got under way. 
Only one investigation, involving 
alien property, was suggested. Rep. 
Noah Mason (R., Ill.) reintroduced 
his bill to exempt AP from the 
anti-trust laws. One new bill 
would prohibit registration of 
trademarks containing the words 
“White House.” 


* * * 


The luxury tax tangle, a by- 
product of the proclamation end- 
ing hostilities, raises the first issue 
between the President and Con- 
gress. In issuing his proclamation 


Home Delivery. 


in Washington, the 


with a total circulation: of 211,046 daily 
and 226,094 Sunday, is 80 percent 
home delivered. ‘Such ‘“‘quality 


circulation’’ definitely offers national. ie 
advertisers theit most effective i “ 2 ms 
‘foot in the door” for more , . 
sales in the Washington, i. 
D. C., market. — 
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Dec. 31, the President was chiefly 
interested in its effect on the farm 
price support program. He was 
not ready to give up the revenues 
from taxes on furs, jewelry, cos- 
metics, liquor and amusements. 
Some Congressmen, however, feel 
an immediate tax cut would help 
furs and jewelry, now in a “re- 
cession.” The farm price support 
program is now set to end Dec. 31, 
1948. If the President had de- 
layed another day, the public 
would have been obligated to sub- 
sidize some 190 commodities until 
Dec. 31, 1949. 
* * * 

The price dip in women’s cloth- 
ing, it is said, is temporary. Merely 
a return of the prewar habit of 
cleaning out stock after Christmas. 


ary Controls believe prices for new 
spring fashions will be higher than 
ever, but they may not hurt as 


ter chance of finding what a wom- 
an wants in the medium price 
lines, so she won’t have to splurge 
as she did during the war. 

+ * + 


Medium and low price lines are 


if a Labor Department survey of 
Syracuse, N. Y., veterans is an in- 
dicator. More than half of those 
interviewed still want two or 


to pay less than $40. More than 
half want another ‘overcoat but 
few would pay over $40. 

* eg * 


Treasury’s E Bond sales during 
1946 amounted to $4,400,000,000. 
Total investments in government 
bonds were over $7,400,000,000. 
As the year ended, the public still 


Experts at the Office of Tempor- § 


much because there will be a bet- F 


in demand in men’s clothes, too,§ 


three new suits, but most wantf 


had $30,200,000,000 of E Bonds 
stored away, and the Treasury felt 
it was “out of the woods” on re- 
demptions. With the savings drive 
entering a new year, Vernon Clark, 
its director, says: “A dollar saved 
these days is better than a dollar 
earned.” 
* * * 

Apparently there is little relie{ 
in sight from the paper shortage. 
By the end of the year, the indus- 
try’s capacity may be increased by 
5%, but in all probability, the 
Commerce Department says, con- 
sumer requirements will hold to 
their present high level. Latest 
surveys show prices for paper and 
paper products creeping upward, 
with the industry as a whole an- 
ticipating a 1947 rise in average 
' selling prices of 5 to 10%. 
| * * * 


Wholesalers — members of the 
“Military and Naval Distributors 
Association” — protest that the 
Navy short circuits the distributor 
by buying ship store items—pipes, 
sunglasses, dresser sets, etc.—di- 
rectly from manufacturers, at the 
wholesale price. If continued, this 
centralized purchasing would put 
an end to private business in this 
country, they warn, since govern- 
ment departments would pay for 
their personnel, and relatives, ad 
infinitum. 


CBS Promotes Heerdt 


Emmett Heerdt, formerly man- 


ager of sales service for CBS 
Radio Sales, the spot broadcasting 
division of the network, has been 
promoted to business manager for 
all “% offices of this CBS depart- 
ment. 


Appoints Fremantle 
Station HJDE-HJDK, La Voz ¢é 
Antioquia, of Medellin, Colombia 
which on Dec. 24 began broadcast 
ing with 10,000 watts on both long 
and short wave, has appointe 
Fremantle Overseas Radio Ltd. 
New York and London, as its U. § 
and European representative. 


Diaperwite Moves 


Diaperwite, Inc., New York, h2 
appointed Hirshon- Garfield, Inc 
New York, to handle forthcomi n 
newspaper and magazine cam 
paigns. The account was former! 
handled by Hill Advertising, Ne’ 
York, now dissolved. 
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The New York Times Magazine illuminates and assays news of 

the world in terms of people, events and issues. It is a news-picture-home magazine 

combined in one. Like all good magazines, it invites thorough, leisurely reading, but from 

The Sunday Times, The Times Magazine receives an added impetus—extra qualities of immediacy 
and vitality which bring more sales power to advertisements. The New York Times Magazine 

is a magazine—a magazine to remember, and include, on any magazine advertising list. 


The New York Times Magazine 
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Advertising Age, January 13, 1947 


; Sangamo Names Grant {To Donahue & Coe \ : | 
The Sangamo Company Ltd., Hearst Publications, New York, ANNOUN CING | & Ar 
Bhrone MONROE 10'8.0) Toronto, manufacturer of electric|has appointed Donahue & Coe, F 
motors, has appointed Grant Ad-|New York, to handle advertising LE 2 P 0 Gri 
vertising (of Canada) Ltd. to|on Cosmopolitan. Nicholas Freyd- 
handle its advertising. Plans now|berg, formerly assistant to the | Inte 
in preparation include a new|publisher of Newsweek and re- The Perfect Cola 
series of ads featuring Wagner|cently with the New York Herald WA 
motors, made by Wagner Electric,| Tribune promotion department, ndiv} 
a Sangamo division. Business|has joined the agency to direct the on . rid 
papers will be used. account. Goality Product presen sO 
a NE SUGAR “a 
1 ay 
Two Leave James Lees Meat Group Names Foster) | have 
Wm. C. Beddoe has resigned as George M. Foster, president of | — 
advertising and promotion man-|John Morrell & Co., Ottumwa, Ta., | — 
ager of the carpet division of|has been elected chairman of the) | ee prt War 
James Lees & Sons Company,|committee on public relations of | | »™ speneeen office) 
Bridgeport, Pa. Bryan P. Cough-|the American Meat Institute, suc- | | Tit] 
lin has resigned as representative | ceeding John Holmes, president of Relat: 
in Chicago to become general man- | Swift & Co. The institute’s depart- | | izatio 
OFFICES IN PITTSBURGH AND NEW YORK ager of the Oscar L. Paris Com- ment of public relations continues | | purpe 
pany, Chicago. Successors have|under the direction of Norman | | the fi 
° not yet been appointed. Draper. | nei 
] Bottled In A Modern New Plant By tual ¢ 
ROYAL CROWN BOTTLING CO. f°“ 
| 1303 N Moin St eee ee Poris, Toe || able 
hcers- 
MAKES BOW—One of the oldest adver 
products made by Nehi Corp., Colum- Band 1 
bus, Ga., is introduced to the Paris, n tot 
Tex., market by the local Royal Crown FF 
bottler in this newspaper space. Nehi, co 
whose account is handled by BBDO which 
en says no national advertising is planned theate 
pran - Inc] 
Foreign Policy Mr. 
Arm 
wor? Goes on Agenda J ximit 
f I ] d ated | 
or inianaers Mona 
| Cnicaco—Foreign policy will di- chief 
When a woman shops vide attention with current news-§ PUTea 
for things her baby needs, | paper problems when members of f °"43 
she seldom thinks | the Inland Daily Press Association —— 
3 convene for their midwinter meet- eae 
only in terms ing at the Congress Hotel here rhe 
of what they cost Feb. 10-11. — 7 
... for what she buys John Foster Dulles, adviser to mre! . 
hits iaaalle the U. S. delegation to the United pee 
. j Nations, and three top flight State aspect 
it takes a mother’s eyes Department executives are slated} “> all 
to see, because to address the association Feb. 10.) “"° ! 
Mr. Dulles will be the luncheon f, 1” § 
| speaker, while the morning, after- f°! @ 
|noon and evening discussions wil! poll 1 
include topics raised by Ellis 0.§°" *P* 
i | Briggs, director of the office of “4 of 
| Latin American affairs; George F.§ "te 
| Kennan, former charge d’affaires § . It w 
We |in the American embassy in Mos-§ pe 
S /cow and now deputy for foreign § °°?" 
|affairs in the National War Col- media 
pp ? | lege, and John Carter Vincent, di- entcie 
rector of the office of Far Eastern} “°'®" 
al affairs. | A 
nw Franklin D. Schurz, secretary} “Ud 
jand treasurer of the Tribune} a be 
. ‘ ; South Bend, Ind., and _ Inlandjj)-' 
She has a picture - her mind president, said the midwestern} 0°82” 
etched by many things group had decided to broaden the Ernest 
she’s seen or read in scope of its activities by schedul-|} ——— 
ing discussions on America’s for- 


her favorite women’s magazine 
—a picture of everything 

a happy, healthy baby 

ought to be, and no sacrifice 
will ever be too great 

to make that picture real. 


Guided month after month 

by revealing research 

in the homes of readers, 
McCall's editors 

know how to create 

the “mental pictures” 

that move advertising 

into action 

in more than 3,500,000 homes. 


eign policy, since most of the In- 
land members do not have per- 
sonal contact with either the 
United Nations or the government 
in Washington. 


Appoints Day, Collier 


Frank S. Day and Charles E 
Collier have been appointed rep- 
resentatives in the midwest area 
for Fraternity Magazines Assoc!- 
ated, Inc., Evanston, Ill. Mr. Day 
and Mr. Collier have offices at 
N. Michigan Ave., Chicago. 


Names Hillman-Shane 


Hillman-Shane, Los Angeles 
been named to handle the 
coast advertising of the Amer tex 
|division of Cohn-Hall-Marx, 
|tributor of Cohama fabrics. 


a — 
Building Supply 
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' Armed Forces PR 


Group Will Swing 
Into Action Soon 


WASHINGTON—The nearly 5,000 | 


individuals who were part of the 
worldwide public relations activi- 
ties of the armed forces and civil- 
an agencies during the war are to 
have their own national organiza- 
tion, under a plan which will be 
announced shortly by three former 
War Department press relations 
officers. 

Titled the “Armed Forces Public 
Relations Association,” the organ- 
ization would have for its chief 
purpose “to foster and perpetuate 
the fine comradeship born of mu- 
tual efforts and tribulations.”’ 

According to Charles Dockerty, 
one of its sponsors, it would en- 
able former public relations of- 
ficers—now scattered throughout 
advertising agencies, publications 
and more remote fields—to keep 
in touch with their fellow profes- 
sionals, and retain friendships 
which were made in the global 
theaters or on the home front. 


Includes Monaghan, Berkowitz 


Mr. Dockerty, who was chief 
Army liaison officer at Admiral 
Nimitz’s headquarters, is associ- 
ated in the plan with Col. Frank 
Monaghan, who retired recently as 
chief of the analysis section of the 


Bureau of Public Relations here, | 
and Murray Berkowitz, now back | 


at King Features after his wartime 
stint. 

The organization would accept 
war correspondents, OWI alumni 
and others who assisted in 
“publie relations’ and censorship 
aspects of the war effort, as well 
as all members of the armed forces 
who handled public relations jobs. 

In addition to maintaining con- 
tact among these people, it would 
poll their professional judgment 
on specific measures for the secur- 
ity of the United States and of the 
United Nations. 

It would encourage and support 
‘In peace as in war” the “freest 
channels of information to all 
media” and would “encourage and 
lisseminate” information about 


_}} defense programs. 


A non-profit organization, it 


vould be entirely independent of 
|} the War and Navy Departments, 


Mr. Dockerty explains. When the 
organization is announced, Col. 
Ernest Dupuy, former chief of the 


A 


RA Leg / 
a ao 


SAYS... 


ave you noticed how Rockford leads 
| Illinois cities, month after month, in 
‘centage gains on retail sales? Octo- 
issue of Illinois Business Review lists 
ckford the leader with 85 per cent 
. way out in front . . . second 
city 51 per cent. What a 


ghest 


Qt the Top in Mbinoia 
LOCK FORD 


MORNING STAR 
REGISTER -REPUBLIC 


111,000. 
“ROPOLITAN POPULA’ 


the | 


SHAEF public relations division, 
will be named president. Mr. 
Monaghan will be secretary-treas- 
urer ahd Mr. Dockerty executive 
secretary. 


Sylvania Names V.P.s; 
Appoints Williams 


Robert H. Bishop, director of | 


sales, and Conda P. Boggs, director 
of manufacturing, have been 
elected vice-presidents of Sylvania 
Electric Products, Inc., New York. 
Louis S. Kimball, general manager 
of fluorescent fixture division of 
Sylvania, has been appointed vice- 
president in charge of operations 
of Colonial Radio Corporation, 
Buffalo, a wholly-owned Sylvania 
Electric subsidiary. 

S. B. Williams has been named 
manager of customer relations of 


the lighting division of 
| Electric Products. 

| ee 
Appoints Deglman 
| Joseph A. Deglman, publicity di- 
| rector of the Boston Store, Mil- 
| waukee, has been appointed chair- 


Sylvania 


|man of the publicity group of the | 


Associated Merchandising Corpo- 
ration, an independently owned 


stores. 
C. of C. Names Nelson 


Standard Brands as an eastern 
sales promotion representative, has 
been named _ secretary - manager 


ber of Commerce, succeeding K. 
Warren Snider, who has joined 


California sales representative. 


buying group which includes 23 | 
of the nation’s major department | 


Warren Nelson, formerly with | 


of the Los Angeles Junior Cham- | 


Motorola Company as Southern | 


Reach the men whose 
“NOD” may outsell 
your best salesmen 
For 18 years Better Farm- 
ing Methods has been 
their business magazine. 


ase Getter FARMING 
aN \| METHODS oe — 


WATT Publishing Co., MOUNT MORRIS, ILL. . . . 


1S 


local 


If youre planning any “national” advertising, hearken first 


to this fact: 18 counties containing only 14 of the total 


U.S. population account fer 40% of the total U.S. depart- 


ment store, mail order store and variety store sales. 


That’s because sales differ as markets differ, and markets 


“ALL BUSINESS 


1S LOCAL” AD IN BACKGROUND 15 


~~ he, 


business 


_ Se 


differ as people differ. Every sale your advertising makes 


RED CAANEE 


ZA 


is a local transaction between a local consumer and a local 
merchant. It’s multiplying these local sales in many mar- 
kets and adding them up that makes business “national.” oi) 


Naturally, your advertising is smesiail _— 
your pattern of Jog — 


ONE OF SERIES PUBLISHED BY BUREAU OF ADVERTISING, A.N.P. A. 
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Metropolitan Life 
Buys CBS News 


New York — Metropolitan Life 
Insurance Company, through 


STANDARD AND PHOTOGRAPHIC 
SILK SCREEN PROCESS 


WE DO THE COMPLETE JOB, ANY SIZE, ANY STYLE, ANY 
QUANTITY, ANY COLORS, WE ALLOW STANDARD 
AGENCY COMMISSIONS 


€ HALKER DISPLAYS LIMA OHIO 


fury 


Sflereings 


Young & Rubicam, on Feb. 17 will 
begin sponsorship of a 15-minute 
news period, 6-6:15 p.m., EST, 
Mondays through Fridays on the 
|CBS network. As of last week 41 


Fist-Gam 


— 20 


IN CANADA ” 


dpril 1945 


“night fishing” 


Many an outdoorsman spends the last few minutes of 
his day reading FUR-FISH-GAME. After he turns out his 
bed lamp, he imagines such a catch as this caught after 
dark. Your advertising in FUR-FISH-GAME Magazine will 
fish for orders day and night at a time when these sportsmen 
and professional hunters are relaxed and in a receptive mood, 


The A. R. Harding Publishing Co. 175 E. Long St., Columbus 15, O. 


REPRESENTATIVES 


Chicago 


g New York 
Cole & Mason, Superior 6558 Walter C. Elly, Murray Hill 4-0626 


stations had been cleared for the 
program. 

Metropolitan already has a 15- 
minute, across-the-board program, 
“Fact Finder,” on Columbia’s Pa- 
cific Network. 


Household Changes 


Another CBS sponsor, House- 
hold Finance Corporation, has an- 
nounced plans to change programs. 
Dropping “That’s Finnegan,” a 
comedy drama series (Thursdays, 
10:30-11 p.m., EST), the finance 
sompany on March 20 will begin 
ponsorship of “The Whistler,” a 
mystery drama.- Agency for the 
sponsor is Shaw-LeVally. 

The contract is exclusive of Co- 
lumbia’s Pacific Network, on 
which “The Whistler” already is 
sponsored by the Signal Oil Com- 
pany. 

To clear the deal with House- 
10ld, CBS had to exercise a pre- 
emptory clause in a contract under 
which the mystery series was be- 
ing aired Sundays over WBBM, 
Chicago, for Peter Hand Brewing 
Company, through BBDO. 


— 
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casters, Inc., directed activities \{ 
Station KSFO, San Francisco; te 
high-powered shortwave statio\s 
KWID and KWIX; Universal Re- 
corders, with offices on the West 
Coast, and Universal Radio Salis 
with offices across the country. 


WFILM to Be Aired Soon 


Station WFLM, Flint, Mich., a 
new NBC affiliate, will be aired 
Jan. 15 by George W. Trendle and 
H. Allan Campbell, former direc- 
tors of Station WXYZ, Detroit 
ABC outlet. The station has been 
assigned 600 ke with a 1,000 watt 
day and 500 watt night power. 
Mr. Trendle and Mr. Campbell are 
now complete owners of the “Lone 
Ranger,” ‘Green Hornet” and 
“Challenge of the Yukon” synaci- 
cated features. 


Station Brokerage 
Firm Is Formed 


San Francisco—Ray V. Hamil- 
ton has resigned as executive vice- 
president of Universal Broadcast- 
ing Company to join with J. W. 
Blackburn of Washington, D. C., 
head of a firm representing radio 
manufacturers, to form a radio 
station brokers’ organization, be- 
lieved the first of its kind in the 
broadcasting industry. 

Mr. Hamilton heads a San Fran- 
cisco offite of the Blackburn-Ham- 
ilton Company at 235 Montgomery 
St., while Mr. Blackburn heads 
the firm’s Washington office at 
1011 New Hampshire Ave., N. W. 

Mr. Blackburn recently left 
naval service as a commander 
after serving four war years in 
the Navy Bureau of Ships. Pre- 
viously he was director of tele- 
vision equipment sales for the 
Allen B. DuMont Laboratories. 

Mr. Hamilton, in his executive 
capacity with Universal Broad- 
casting and the Associated Broad- 


Pontiac Boosts Ward 


L. W. Ward, assistant genera! 
sales manager, has been named 
general sales manager of Pontia: 
Motor division of General Motors 
Corporation, Pontiac, Mich., suc- 
ceeding D. U. Bathrick, who has 
resigned. 


A CHILTON © PUBLICATION 


Shoe buyers turn first to the Boot & Shoe Recorder — 
because they know that its style judgment is the result 
of long experience and intimate knowledge of every 
factor in the shoe industry. 

This confident acceptance of Recorder reporting 


and judgment by readers is invaluable to advertise’s 


BOOT AND SHOE 


®* 100 EAST 42d ST., NEW YORK 17, N 


: 


ON ae is . oo tee a x : 3 tS ag Bess Ls « a ete wee pe Be, ae oe S Z — ae it = % i an ae a , el iP Base id 
; 20 
eee | | 
ce — a 
Fs (CAR CARO | spgciAlists | | 
2 i i } 
Ve, , 
fe — - ’ | 
ae 
+e _ no gS EES 
sti MS | *). > a 
ies ere ae, if | 
F 
: aller |e eee Le ee 
fe). Avene na? , : aap deme er oe 
ky . 7 i - ceili tthe in. - -@ cpg af i : oz * 
ee aes , i pe en ” £ a ES Sa 7 
a asl ‘ ees oe oe Lan — A : ’ 
4 ‘a let sae | bs ¢ be y 3 
a ' ee — ~~ 2 Ya - = TT a EE ATT 
oF ae ae 6. Fo oe ae | wn 
a: P rae g ; BS pm oa di Bite ‘ : : : F ae 5 mm ‘ 
:- ee # y - om . ; 4 a Pe. wa B Y - a 
4 a > Sa a ae A id a : . es aft P 
‘ Ace Sor igs j of f } . ae : << y : 
% es Lz * : a 9 ais a ee = are i we 
a a, aan : ‘ ‘a ie a . 3 a : : Za : e = 
Se nce tae : . & Ys oe 5 ane See ae y 
a baal vi a 3 % bi ee enue 
— Vine ce eles! nn ‘ 4 es At 2 — yt oe 
= Re Slt by a ., a = 
ii , a j ene rie ? roeny os oa ne a a 2s °es } : . 
: » : Mt Set — 3 3 bo — . 3 ee H ey * J 4 Ra we % , 3 ; 
; eae - = is — ig ey « a . } ; 
= > "a 2 af i 
‘ | ae sik 25 oa aie = r a - a ; s a Pm : AEE gS | | ; 
4 2 4 Pa as oe # oS aA me a ; aig ; Pe .s 2 = 1 saat ee i ie : : 
a Pye ae ee Ah. — ee ~ ig } é 
+3 Te Jf ae ly re: | 
' grrr eo ay —, ‘ £ i ee ES a ee ff ; j 
4 “og peaere orm — a ae Me ' ! 
: Pictet  Revtente set. 4 . hiverd Pace bamrver e % - 
Feshans bediten : wrod Lebaten | ee a \ 
, i, 
SEs 
4 | 
ae ot | 
sar; | 
—_ gy d | 
£ aa ss 
ai 
oid 
i Pe 
: 
- 
is ———————————————— 
# 
£>} , ‘ =e Bs < at hs ree ce PSE Sg RR FR ee & # Pee aes ‘ ae 
Pe wT. — ae 
SS . “? : a 
at os SS 
sa Se 
ae ae : ‘ - 
ee ane =~ 
is 3 ate Bae te 8 aa E pe oh pis, : A 7 Sagi j Pt eee i = ey: ‘ | 
> : ee + ‘ oe See eS ta Sag ale Bie - Me ‘ ps | 
ae ; ; i Ppt, ° u ¢ ’ 
we ee _ A Ce SE 
. f is ek age ite Sy a 
t Pez. es ‘ i : aI ae 9 
¢ AS : 5 3 fi ue s- a = 
sc CaS | 
8 3 < tm: : i sake : 
- -MICHIGAN AVENUE |” 
> = =«s-:207 NORTH MIC —- 
—_ : : 5 ° . a ' ag ; : 7 3 sli: F ea i ‘ e** 4 ; 


| Cn oes Oo Ra 
ch., a i ass eS. 5 : : 


ler— 
result 


every 


orting 


tisers ON __.—CXK FAB-OMAHA AND LINCOLN - 
r ya : | HARRY BURKE, GENERAL MANAGER 


ey ing 


4% Fe # > ‘e a é +; Te ag “Ss ee : > = ¢ xe rm 
: ‘ me : tae ; —:. BPE Sei ‘ acre . sha) ance ee: 
194’ "ha EE ES ES 
les of ; ,* 
; the a 
P ae 
rtio.is & 
Ww 4 eg 
€ST oe 
tes 
Salis, i. 
ry. —. fe 
all if ncaa 
e and i = 
direc- % 
etroit ; k 
been ” 
| Wat , a Ped? Se es a a 
t , ; a 
OW er, E <3 R 
ll are 1 : 
‘Lone q x 
and a 
yndi- ; e 
3 — 
* : 
neral i 
amed , 
mnitiac iret — 5 
lotors - - 
suc- ail * | oe 
0 has 4 ‘ie eee x ret 
* a ea a* oe | ae ee Be. ; 
3 ‘3 , a : Sl. 9 aoe a aco 
4 - Ae # . hs a nee Bh oe 5 a i 
fe es Sa “ts “ 2 i iy - i 
s . A, de pel ts me ee, 3 te er a i 
: : <_ a 2 is ee : 
* ta ee “a . : Sa -- Ba . Saar ie i te = 
; = ‘F ‘Gop — r Lee # a) “i ae: ge ase be 4 af Ye, a % a 
r: ' i 4 ik a a 4. See ee % ‘ “% 
a ig ets = ded > eae: oe > ; ‘ " al > fi Bae Me! > real Hos a ‘ ean ; 7 
ae — 0 43 a on " wn - Kes ; . a ae “ids ae f reer eit & 
5 le Ne : te Sage ia. da oes tie a ney ia Re es e ty 
a —_— a3 £ Yas ea? c i # "7 2 re ar ye Bt: = Cae 35 a » os ’ 2 Ps 
? ae g spies rt.) peer LS ese } ae a: ae se Mien F - atic a a Bis: piles tics F 
eR 22. + gl es Tin Te es Le a te a. ee 
ie aie Pence oe i (ip. Mee ge ag Pe ee age Sina aca ara 
ye js _— ie) roa i 2 a a ‘ wy yet hg 3 er Ae ei: nth eS ade fg ST: ef : git Sea. ia e : 2 
e + ‘ oe ” . ae Si 7 3, i 4 5 pate 2 c : “4 m3 - a ye ests > 9g a ; ote iat ws a y ‘ Reb eS 
x: ae f se ee 3 ee — a P - 0 ae = A 2 : § r ane wees ig e e ; eA: aust 
ote 2 4 on ee a Bs. ‘ os een id . ae ty ne ee i ‘ ye 
“— os a i/ id 3 ee ai Fr. Bi ef ¥ ¥ i é , te 
N 7 . e & x) . ‘ihe we ~ od ih ™ ee - ee? ws s r 
& : Ss ee * 9 ; a > aor 
; Ne 2 4 * : a 8 ae 
a sf = | CBs ae Bs. 
‘ pete a ge ‘ _ i 7 
| — oe bikes ae 22a it Ga 
| ie a EE, a ee. , 
? Po grim ; u . eo “4 ea ‘ ree 7 os or = 
: ie » uct CS yoy - hy ~“ ,; 
i ; t bail a a e i | en oe 
3 , a re : Z a Preys Fx te) ‘ ees 
A “ oe we Wig 4 7 ; - a ioed ae 8 ‘ ‘a oF on 
s , and ah we A ty 5 . e oF x e ar oe i § ar , P 
wy i a . ie iP : ee of * < A aaa cs o. i a 
F ” fy oi Se é oe jo Aa 3 ee om saa  — 
: i 4 : eh coe rept Seateari Fc 1 eeree foes. eee 
.. e ; at os a ‘a x = OR es. er. ERS ae nee alg: ‘UPA a 
ee By = 1, Rend : = att ge “ Mui ie Rees Thee ‘he re 
es d ie Je tee aS ‘ = J ¢ ce: Se , aoe ie (Fic i, 
‘ia 7 tes a fa : oes a ae a etl Se hay ee Ll ee - 2 ali 
ax Py pal aa 3. adit —_— Se tp / aoe 7 ee “ae al MR es eg Ae an 
Mae, Sr, laweT — ae *, lim “ “ee e a Te a” 3 ; Mit. 
i ee. ee: ee ke sigs t ’ 4 a,’ *€Si0, a wane ee cae a — ee 
Sie he Fa ‘ Me ot za ml abe i O42, “47 P . rms a c. >, pane ses,’ By 
i a eS ee a : - aes is Asp ‘ ; E os. rn er oe 
i ee bili a ‘ - ee Baa ree ' C sy i ee . gp er a Pan pee 
‘aa , - eee ™ aoe “Sa STi i , phe * , ee. ee Bo 
ss yg J , = zs Paget Ege Sa ‘ne Ri a Sod ee 
act s + alte Ss, . oa 7 © 4 ot a 7 be 
rote aT — . Ap ae at 
hae os. Behe: Es 2 ce ss tial — fe, =. a {> 
ie ~) = a . : io 7 erates! shee _— ae e.. 
ees, oy a - 4 : kal eo ete 0 ee ee ; “ee r € io 
/ a \ ite £-) per ee ia © we 
iain ma Rs iti ‘i a 2 f ' VE an : 
Pe. ee x — al ee ae ee #. Sa . 
= SrA et (oo ae a } i : * uy * ea: : ” 6 é a # aaa ‘hag rss 7 eal es, oA tr gh: A — 
= val ao : a a - be: (ov eae _ a a Be ne cs Siege eal pe ae a ; 
a a gp . i: — kms we . Pe id ¢ — - ae al “ae ae st nee ge ma ae a 7 i Clare) 
3 7 ASE sive $e : i 5 te aay ery wag —ehictinis : ae ed > > ke a pe aa fens a é rs ; ere 
3 uf af t Ri fan ef a < ; 3a a eB % ; Bs: Bay 4 ; 3 gee rt ye Be hes _ ae as “oe G : 
a ae 4 etal’ H b. Be: ‘ ee t Jie ak i ae NS ay ms ad ii s te a 
ieee ae P f ‘ ; Soren or as elias o - iw carta al i oy ; t 
oe ae - am Regie q E ii. cae ae tie - ¢ . Sy ae 5 2 a 
a a Pe "a , ¥ Pesce “a 2 Ratti giles " Fre :) ie tee § dn 3 be 
op — weg igs hh hs... Beat ae AO ll ee 7 ee. eet ae *S othiatatat a 
os ee a Te Toe _ nee a . all v Nn m 4 yao .- ; 5 ‘7 y ope 7 
SS a a . Fee ae ° , be fe ae 
I l= ys a are * al oF : zt “ae 1 See ee pie Es od f ee ales. . 
; ee ee ee 9) lll. baa a wi Pg a Py 3 OS ED ae 
fat a elie agial 7 om oe ? 3 oe . p il aha Te aia ” ia. 
= ia - agai =i : Waal, ees Te San — heal % 3 Fase! r , ee "7 n “Sie 
vet " . we ae -_ a , al ek I tial oo 
i ‘ bia is - —} ‘ee F ‘Sear ye hae > Pi » 1 ele A : 5 ri dah 
aa re ee ag shee - ag Par. a “gees ety ea a foe ie St 
¢ © «ipa é —— a Mas sagan tane . " ee j ae oa } fis OD A Pe, ih yr , 4 = 7 cits x 
aia, "ae >, . Aan a Sa pe € wih “ee i ae 7 
amen Pe nls le re ie an s Fe ge ; fu +e : ARS 
; ee Fg. ef Pe ae ; mah aaa . ee ey a ae foie “ ii a 
ee ee. ole ae ee Or eee lh Se 5c a gant” . #t est ee 
tea «y ne JS “a ws + oh AT co hee yas one ae Ds Pe re eS ¥ Ass. b - " F i, gf, Sar a Z t fe ae Ea ~~ i 
fag has et a Bt apes) ae : ie Perce? : Ps my ype oa = Shue | 5" | ; ae 4 r ae an ve oe As 
we Sa) ea A : eee . pe oe yee RE Tn OM id ? fe: — 2 i a Rs 
i a eae teach gilt aM pl ee m yh Pg 4 ere  o ae ee f i Sin, ae he "> 
- segayeees sere 35° ee i ii 3 a het W ix aa? an | a assay aes a 
Boy Brees een Se nb ‘ z Bee bs oy ee ose ns an 
= ee —— gt i, oe 
eS a ee aS a Ni se  —_—————_, 
} — aaa s rae — : a ie aii | tS siti 
. 2 Pad ‘eel on ee § ie , ff ' a ag... ; a — 
fore. ‘ a ae) - - ay ’ 4 ‘, ae ve ah a “ " ar Me: a's Se ee ee = ro ae 
Bes a oor tn i; ee - eee ee | 
. . =e a aad a 1 tel o ha Ere = See ee me ss ae 7 
i : -.. ti 8 a a , Fal ae F Ae: a nie a iS de abl te | oe 
a ; z aie i . bs er a # ‘, : “3. ts z Garr, 
oe Oh - me: bo : A ‘ : ‘ # j Ss Mir ihe Pe ast ie: = - | = ie: 
. Pi , "a : ' I a 5 ‘a a | Eye : rie Be ks ad 
E ee » ey : ayes ie i iy” as Bia J a Teele e pie ? : 
: pe. 2 pian a 0 ys f oi. - Ee i ct . 
. 9 he Cis, 4 ‘ ’ r. a r Bate, Pe nee - y i sf + Rou i 0 ees aie ore ‘ 
: aR . ‘ ‘ ees ere Wiers a ee a bas : 
ies : ' a aa a ; ery q 
' Bae 
” % ir 
“he ae peat 
eel 
.. Fi is ie mn 
‘ 3 f 
a’ pd " e ‘ z 4 ‘a ) 
has eae . x e gi, ' . 
ss i” ae a : wre © a Pa 
. a | 7 a 
. 3 i a 
5 ae ee 
! = & ’ 
i 
| a 
! 
; : 3 2 4 . ‘ * 
: $ . a, kee " : 
Sy ai : va 7 m4 a - s s a 


22 


New Indianapolis 
Agency to Handle 
Bank Advertising 


INDIANAPOLIS—James L. Dilley, 
president of the McCullough Com- 
pany here, has formed a separate 
advertising agency to specialize in 
service in the consumer credit 
field. 

Dilley, Martin & Hess, the new 
company, will take over bank ac- 
counts handled by McCullough 
Company and will expand service 
on such accounts to include use of 
all media. Mr. Dilley will be 
president of both agencies. 

George A. Martin, a specialist 
in financial advertising for 20 


years, will be vice-president and 
art director of DM&H. David F. 
Hess, formerly vice-president of 
McCullough, will be executive 
vice-president and copy director. 


Airlines Names Murphy 


Leo E. Murphy, formerly on the 
|publie relations staff of the Cur- 
| tiss-Wright Corporation, Buffalo, 
jhas been appointed director of 
'public relations of the Robinson 


Airlines, with headquarters in 
|Ithaca, N. Y. 
| Appoints Eggers-Rankin 


International Oil Burner Com- 
pany, St. Louis, has appointed the 
Eggers-Rankin Advertising Serv- 
ice, St. Louis, to handle its ad- 
vertising and merchandising. 


srg’ 
3 A 


OFFSET 
PRIN 


123 N. Wacker Drive ° 


ING 


RAPID COPY SERVICE 


Chicago 6, Illinois 


Black and white or 
colors. Four color 


process. Estimates 
furnished. Phone 
State 5977 


Effort to Shift 
Ad Regulation 
fo FDA Forecast 


Industry Believed 


Ready to Seek Old, 
Central Control 


New York—A growing move- 
ment within the drug industry to 
transfer the regulation of adver- 
tising from the Federal Trade 
Commission back to the Food and 
Drug Administration was seen 
here recently, with informal dis- 
cussions recommending that the 
Federal Food, Drug & Cosmetic 
Act of 1938 be amended to give 
FDA control of advertising. 

Proponents of the change assert 
that it is reasonable for the gov- 
emment agency in charge of label- 


ing and content of products to 
have control of their advertising 
as well, while opponents contend 
that the dual administration of the 
act tends to curb “bureaucratic 
excesses.” 

In the meantime, as more manu- 
facturers explain the differences 
between labels and advertising to 
the FTC, support for the shift by 
amending the act is said to be 
growing. 


Durrett Moves, Too 


In the background of the con- 
troversy is the question of per- 
sonalities. In 1938, many drug 
manufacturers felt that moving 
control of advertising from FDA 
to FTC was advisable because of 
the presence of Dr. J. J. Durrett 
in FDA. The doctor had been one 
of the most rugged inquisitioners 
on the FDA staff, and a good deal 
of the impetus for shifting adver- 
tising to FTC was generated by 
people who wanted to get it away 
from him. 

Subsequently, Dr. Durrett trans- 
ferred from FDA to FTC, and the 


@ Here is big news for national 
advertisers. For the first time in 
almost two years you can buy 
full nation-wide Express Poster 
coverage. This display, available 
early in 1947, thoroughly blank- 
ets over 1500 cities and towns— 
including all major markets of 
the country 
ton, D.C.) 


(except Washing- 


@ This showing, totaling nearly 
S000 panels, dominates pedes- 
trian shopping traffic with full 


This is news! 


color at eye-level. It provides 
one poster on half of the entire 
fleet of Railway Express Agency 
vehicles. They operate where 
business is concentrated—in 
downtown and neighborhood 
markets. 


@ This is the only national Ex- 
press Poster display to become 
available in 1947. So, if you are 
looking for prime national out- 
door coverage, we urge you to 
ask us for details at once. 


DOUGLAS LEIGH POSTER ADVERTISING, INC. 


630 FIFTH AVENUE 


NEW YORK 20, N.Y, 


{dv 
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drug advertisers found themselves 
meeting their bete noire, coupled 
with the peculiar FTC practice of 
cease-and-desist orders. 

Further, FTC was soon to em- 
bark on its course of considering 
evidence but not preponderance 
of evidence. This meant that FTC 
considered what industry called 
“isolated cases,” and shortly FTC 
began to inquire into differences 
between advertising and labeling. 


Hoge Assails Setup 


Recently, James F. Hoge, part- Po 
ner of Rogers, Hoge & Hills, coun- dines 


sel to the Proprietary Associa- 


tion of America, told reporters 
that in the field of federal contro! 
there exists “duplication of en- Ba: 
forcement offices and activities, 
loss of facility in not having in Us 
one place a common control over r 
subject matter which is much the to 
same regardless of separate media, CH 
that is, labeling or advertising . Be 
and conflicts in results from en- J ttir 
forcement of the same subject J. t 
matter, by the courts when it is J. pig 
labeling and by an administra- J*°°" 
tive proceeding when it is adver- ee 
tising.” ade 
A slant on FTC’s view is given J), 
in the Dec. 11 “Federal Register,” a 
where FTC announces an amend- 7 M 
ment in policy, which says in a d 
part: ees, 
“In proceedings involving false wi 
advertisements of foods, drugs, |” ' 
cosmetics and devices as defined |‘‘* 
in Section 15 of the Federal Trade |" °! 
Commission Act, account is taken es 
of the labeling requirements of a 
the Food and Drug Administra- Be 
tion in any corrective action ap- be 
plied to the advertising.” aval 
The present sentiment in the es 
industry for switching the control }, 
of advertising back to FDA is in- | ° ra 
terpreted by one informed source =f 
this way: “The industry now li 
realizes that it forsook principle _ 
for personality in switching ad- 
vertising regulation from FDA to Vir 
FTC; when they realized the at 
duplication and difference in rul- §..,..)i+ 
ings by the two bodies on similar te j 
cases, they were ready to stand oni 
for principle again.” eth: 
i mera ng 
Edison G-E Renamed bi 
Edison General Electric Appli- sin 
ance Company, Chicago, maker of Je" ted 
Hotpoint major appliances, has fents. | 
been renamed Hotpoint, Inc., and fserts, 
“will carry the sub-title ‘a General ts 
Electric affiliate,’” the company | par 
has announced. Hotpoint, largest er 
manufacturer of electric ranges : 
and other electric appliances, will [°° fir 
triple its plant in a $17,000,000 ex- J2 lit 
pansion program. eds | 
See aati areas rts 
. 7 Carly. 
Diplomat Whisky to B&B a 
Old Hickory Distilling Corpora- Phompbs 
tion, Philadelphia, has appointed fi.) 4) 
Benton & Bowles, New York, tof; ..’ 
handle Diplomat blended whisky, | °” 
distributed through Kinsey Dis- [°'Plé 
tilling Corporation. Primary ad- nes 
vertising medium will be news- 
papers, with copy scheduled to 
break this month. 
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| Concentrated Circulation! 


92% of the 
circulation 


Times 14,906 AC 
is home-carrier-de ‘¥: 
ered with a 73% Bayonne fam'\) 


subscription. Get your story ‘»t° En zir 

a majority of the homes «it ‘or 
evenings every week. ive 

ie 

THE BAYONNE TIMES? §: 
NEW JERSEY , se 

eci 

BOGNER & MARTIN ent st 
Sales Representot'v# By 

NEW YORK CHICAGO Boi ing 
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SOMETHING TO MONKEY WITH—Barrett Bindery Co., 


Chicago, will send 


calendars like these each month to 2,000 clients to let the new “Busy Barretts’’ 
show in their far-fetched way the widely varied die-cutting and finishing serv- 


ices the company performs for printers and lithographers. 


Barrett Bindery 
Uses Little Men 
to Tell Services 


Cuicaco—Some 2,000 customers 
of Barrett Bindery Company, die- 
cutting and finishing company for 
printers and lithographers, this 
year will get to know the “Busy 
3arretts” as they arrive each 
month on ingenious calendars de- 
signed by E. H. Wolfe, vice-presi- 
dent of the company. 

The first humorous promotion 
the 80-year-old company has ever 
used, the monthly calendars pic- 
ture the new characters perform- 
ing some of the oddly varied serv- 
ices Barrett performs for makers 
of greeting cards, outdoor signs, 


inserts for publications, etc. 
As the calendars show—some | 
mechanical devices and all in 
the amusing manner worked out 
by Mr. Wolfe and artist Victor | 
Havel-—Barrett is equipped to) 
nake gummed seals, perforate 
ledgers and other printed mate- | 
rial, weatherproof signs, rule ve 
hollow-cut dies, make many kinds | 
display easels, etc. 


Reception Unexpected 


Ir. Wolfe told AA the company 
always been proud of its high- 
juality direct mail pieces to pro- 
mote its services. These have been | 
“dignified, conservative and/| 
strietly technical.” The first effort | 
long less serious lines, he says, 
brought inquiries from long- 
missing customers and an unprece- 
lented reception from other cli- 
ents. The “Busy Barretts,” he as- | 
will continue as integral | 
rts of the company’s promotion. | 
"Beaae is the largest manufac- | 
tu ry in the general die- cutting | 
1 finishing field serving printers 
ind lithographers. It handles hun- | 
reds of millions of greeting cards, | 
erts, gummed labels, etc., | 
yearly. During the war billions of 
Barrett dies were cut for use in 
ibs, shells and other war ma- 
eriel, all cut to many thousandths 
an inch in tolerance, and no 
complaints were received on any 
‘hese, Mr. Wolfe told AA. 
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Washer Group Develops 
New Product Tester 


The engineering standards com- 
uttee of the American Washer & 
roner Manufacturers’ Association | 
has developed washing test pro- 
fedure methods by which every 
member of the industry can gauge 
fhe performance of his products | 
kgainst each other, and against the 
mipetitive washers of all other 

ufacturers in the field. 

The procedure includes use of 
‘omparator” washer, a special 
el not available to the public. 
tandard cloth, soiled by a 
lard method, is given a stand- 
washing. 


Enzinger Joins Durstine 
orge Enzinger, since 1938 ex- 
ive vice-president and head 
ie Chicago office of Buchanan 


0., will join Roy S. Durstine, 
Feb. 1, as a vice-president in 
Chicago office. Mr. Enzinger, 


ecialist in retail and depart- 
t store advertising, headed his 
agencies in Chicago, New} 
and Milwaukee prior to. 
ng Buchanan & Co. 


Gillett Appointed V.P. 


Edward C. Gillett, former Chi- 
cago sales manager of the bowling 


and billiard division oi Bruns- 
wick - Balke - Collender Company, 
has been appointed vice-president 
and general manager of the com- 
pany’s Canadian office, Toronto, 
succeeding A. A. Barbeau, who is 
retiring. 


To Stevenson & Scott 


Findlay’s Ltd., Carleton Place, 
Ont., manufacturer of ranges, fur- 
naces and air conditioning units, 
and Canadian Asbestos Company, 
Montreal, have appointed the 
Montreal office of Stevenson & 
Scott to direct their advertising. 


Hecht to Kuttner 

Albert S. Hecht Jr., formerly 
administrative executive with 
General Outdoor Advertising Com- 
pany, has been named account ex- 
ecutive of Kuttner & Kuttner, Chi- 
cago. 


BRP ewe a 


Export News Moves 


Export News Service, publicity 
and public relations agency spe- 
cializing in radio transmission of 
export promotion, has transferred 
its headquarters from Chicago to 
New York City, with offices at 
440 Fourth Ave. 


Executone to Ronalds 


Ronalds Advertising Agency, 
Toronto, has been appointed to 
handle the advertising of Execu- 
tone Communication Systems Ltd., 
Toronto. Executone has moved to 
new quarters at 331 Bartlett Ave., 
Toronto. 
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BIGGER AND BETTER! 


@ Our new location, with triple the floor 
space, greatly improves the facilities for 
our highly specialized clipping service. 
Manufacturers, agencies, associations and 
publishers are using this service to collect 
editorial publicity, to make research and 
market studies, to maintain competitive 
advertising files and to develop sales 
prospects. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENFRAL 
. PAPERS * PAPERS * MAGAZINES 


314 So. Federal St., Chicago 4 


TELLS YOU! 


COMING SOON! 


DENVER POST 
Rocky Mountain Empire 


MAGAZINE 


You can tell your story in color and with quality 
illustration in THE DENVER POST Rocky Moun- 
tain Empire Magazine now printed in color gra- 
vure. It’s an important member of THE DENVER 
POST Golden Trio—Rotogravure, Magazine, and 
Comic Supplements. Average Sunday DENVER 
POST Golden Trio Circulation for six months end- 


ing September 30, 1946—351,147. 
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Court Upsets FIC 


‘consideration, the court felt the|from the Seventh Circuit Court of 
‘remedy was too severe. Later the| Appeals in Chicago last month, 
commission complied, permitting | with instructions for the commis- 
continued use of the trade names | Sion to be less “meticulous”’. 
|provided they were accompanied | 

by prominently displayed explana- 
tions. The commission hoped to pre- 
Just as it had hoped to eliminate | vent use of the phrase “Lifetime 
all potentially deceptive trade | Guarantee,” though it was willing 


Opinions Differ 


|e offer “in print of the same size 


z 
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as the other regular printed mat- 
ter in the advertisement.” 


| Back in May, 1945, FTC said it 


would not have been satisfied even 
lif Parker had given prominent 
display to the statement on the 
service charge. “It is inconsistent 
with and contradictory to the rep- 


terms of the guarantee are stated 

Last spring the Supreme Cour 
held that FTC went too far whe: 
it sought to wipe out “Red Cross 
as used by the A. P. W. Pape 
Company for its tissues, and “Al 
pacuna,” a trade name used fo 
men’s coats. Later the commis 
sion modified its demands, permit 


e 

Rule Against Use 
f ‘Guarantee’ 

0 uaran ce /names, FTC also hoped to prevent|to allow Parker to advertise 

'use of words like “guarantee,” |that service on its pens was guar- 


Be Less ‘Meticulous,’ | “warranty” or “free” if any strings |anteed, provided the conditions 
Appeals Court were attached. In May, 1945, it |and amount of service charge were 
wound up actions against four | stated. 

Says in Parker Case /major fountain pen manufacturers! Parker ads reported the 35 cent 
with orders prohibiting them from service charge, but the limitation 
using “guarantee” if they levied a | appeared in footnote type some 
service charge for repairs. 'distance from the offer. The court 

One of these cases, against Par-|felt this limitation should have 
ker Pen Company, bounced back | appeared immediately adjacent to 


resentation that the pens are un- 
conditionally guaranteed for the 
life of the user or 100 years,” FTC 
argued. 


ting the use of these trade name; 
provided they were accompanied 
with phrases eliminating the pos 
sibility of misunderstanding. 
Subsequently the commission 
changed its own policy on mis- 
leading trade names. Manhattan 
jected the notion that the word| Brewing Company, Chicago, was 
“guarantee” cannot be qualified.| allowed to use “Canadian Ace” f< 
In fact, it said that “guarantee” |domestically brewed beer, pro- 
means nothing in itself, unless the! vided the label contained the 


} 


Says Terms Important 


The court, however, flatly re- 

WASHINGTON — During the past 
year, FTC was forced to tolerate 
potentially deceptive trade names, 
provided they were accompanied 
by clearly worded explanations. 
Now it has been ordered to tone 
down its rules on words like 
“suarantee.” 

Within a six-week period last 
spring, the Supreme Court upset 
two FTC orders prohibiting the 
further use of trade names that 
had a capacity to deceive. In re- 
turning these cases for further 


5th HEADERS. 


— . 
‘ i fe 
an 


No matter how much an adver- 
tiser may appreciate the editorial 
excellence of any medium, no 
matter how much he may admire its writers’ work, 
he must put it to another acid test. Does it attract the 
people he wants to sell ? 

That’s why, all things considered, it’s the readers 
that make a magazine great. 

Newsweek’s editorial policy of news interpretation 
automatically selects ‘‘the top 700,000” key families. 

As a result, Newsweek delivers a greater concentra- 
tion of leaders in business, industry, and government 
for every advertising dollar invested —than any other 
magazine. 

So, if it’s these important Americans you want to 
reach, concentrate your advertising in Newsweek and 
sell “‘the top 700,000” first. 


in the U. S. is 
transacted at 


the gas pump. 


The SUPER SERVICE 
STATION magazine is the 
No. 1 hook in this field. 


*Gasoline Pump Mfrs. Assn 


Write for “Facts” folder 


The Irving-Cloud Publishing Co. 


435 N. Mich. Ave. @ Chicago 11, Ill. 
Also publishers of JOBBER TOPICS 
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yhrase “Made in the USA.” | 
Recently the commission asked 
he Seventh Circuit Court of Ap- 
veals to return an order against 
3. Buchsbaum & Co., Chicago, 
vhich is pending on appeal. The 
ommission said it wished to con- 
ider a corrective short of destruc- 
tion of the trade name “Elasti- 
Glass.” 


Explains Correct Language 


In using “guarantee” or “war- 


ranty,” FTC insists that an ad 
void language which “imports, 
implies or represents that the 


guarantee is broader than in fact 
; true” or that it covers the en- 
tire product or certain parts if that 

not true, or that it will afford 


more protection than is in fact 
true. 
Conditions, qualifications and 


contingencies are to be “fully and 
non-deceptively stated’ and are 
not to be “deceptively minimized, 
obscured or concealed.” State- 
ments, though “literally and tech- 
nically true,” are not to be mis- 
leading so that purchasers over- 
look contingencies and conditions 
which “materially lessen the 
value” of the guarantee. 

They are not to extend to such 
unlimited periods that they mis- 
lead the purchaser into the belief 
that the product has a greater de- 
gree of serviceability or durability 
than is in fact true. 


Documents, |sued the second edition of 


service contracts which are not 
guarantees are not to be held out 
as guarantees. 


Appoints Slater 


Edward Slater, formerly Cana- 
dian representative of the Anthra- 
cite Institute of New York, has 
been appointed director of sales 
and merchandising of Chatco Steel 
Products Ltd., Chatham, Ont., 
manufacturer and distributor of 
heating equipment and unit heat- 
ers, etc. 


Issues Handbook 

The National Council of Tech- 
nical Schools, Washington, has is- 
its 


promises, representations and | handbook on approved technical 


institutes. The 48-page booklet 
was produced on a pro rata basis 
and was designed and created by 
Henry J. Kaufman & Associates, 
Washington. 


Names Smith Agency 


Ralph W. Smith Advertising 
Agency, St. Louis, has been named 
to direct the advertising of E. F. 
Marsh Engineering Company, St. 
Louis, designer and manufacturer 
of pit and quarry equipment. 
|Business papers and direct mail 
will be used. 


Names Florsheim V.P. 


Leonard S. Florsheim Jr., sales 
and advertising manager of Kabo 
Corset Company, Chicago, has 
been named a vice-president. 
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and Celebra- 


. . like 


New Year's 
tions go together 
Hempstead ‘Town and the 
Nassau Daily Review-Star. 


Hempstead ‘Town is some- 
thing to celebrate... 


swinging into the New 
Year in front of all other 
New York State High- 
Spot Cities, a position it 
has held by increasing 


margins, for the past six 
months ... with the highest 
per-capita income and retail 
sales of the state’s major 
markets. 


The parallel persists, too, 
in the Nassau Daily 
Review-Star ... ever gaug- 
ing, ever helping to build, 
Hempstead ‘'Town’s pros- 
perity during the past quar- 
ter century ever able, 
on 25 successive New 
Year’s to look back with 
satisfaction, and forward 
with optimism, on Hemp- 
stead 'Town’s development 
toward its present big mar- 
ket status. 


Hempstead Town and the Nassau 
Daily Review-Star look forward to- 


New Year 
184% 
gain December over 
1939, 23.5% lead 
| over the national rate of gain for the 
| dollar 


(Sales Management’s 


gether to a prosperous 


from the vantage point of a 


retail sales in 


December and a 
same _ period volume, 
$41,150,000. 


High-Spot Cities). 


THEY GO 
TOGETHER 


‘NASSAU DAILY 
REVIEW-STAR 


Published daily except Sunday, 5e a 
ha. Rea Be 


Rockville Centre, 


copy @ Hempstead Town, L. 
@ Executive Offices: 


N. Y. @ National Representatives: 
Lorenzen & Tompson, Inc. @ New 
York, Chicago, St. Louis, San Fran- 


cisco, Los Angeles, Detroit, Cincinnati, | 
| Kansas City, Atlanta. i 
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Ellis Advances Gillis 


James W. Gillis Jr., account ex- 
ecutive with Ellis Advertising 
Company, Buffalo, has been named 
general manager of the agency’s 
New York office. 


To Palm & Patterson 


Palm & Patterson, Cleveland, 
has been appointed to handle the 
advertising of Cleveland Chain & 
Mfg. Company and its associate 
companies. 


t Readershir 
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Grand Union Co. 
Boosts Personnel, 
‘Marks 75th Year 


New YorK—The Grand Union 
Company, which is celebrating its 
75th year of operation as one of 
America’s larger food chains, has 
elected Lansing P. Shield, vice- 
president since 1929, president, to 
succeed J. Spencer Weed, who be- 
comes chairman of the board. Mr. 
Weed has been president since 
1924. 

Mr. Shield joined the company 
as comptroller in 1924, was named 
a director in 1938, and is a di- 
rector and member of the execu- 
tive committee of the National 
Association of Food Chains. 

Newly elected vice-presidents 
include George C. May (with the 
company since 1938 and for 12 
years general manager of the route 
division, with headquarters in 
Chicago); H. J. Davern (with the 
company since 1924 and division 
manager of the metropolitan re- 


tail division in charge of 150 super- 
markets and food stores); and 
J. K. Davenport (who joined the 
company in 1941 as general man- 
ager of meat operations for the 
retail division). 

Grand Union, organized in 1872 
as the Jones Brothers Tea Com- 
pany in Scranton, Pa., now oper- 
ates 315 food stores, of which 155 
are supermarkets throughout New 
York, New Jersey, Pennsylvania 
and New England. The com- 
pany’s route division operates out 
of 56 cities in 36 states and the 
District of Columbia, with more 
than 800 trucks delivering food 
products direct to the consumer. 


Increases Ad Rates 


Effective March 31, Financial 
Post, published by Maclean- 
Hunter Publishing Company, To- 
ronto, will increase its advertising 
rates from 29 cents per line for 
1,000 lines used within one year 
to 34 cents. The company plans 
to give advertisers a 12 months’ 
rate protection on contracts re- 


newed prior to March 31. 
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After 18 years as an announcer, Russ Winnie will devote all his 
time to his administrative duties as manager of the Milwaukee 
Journal stations, WITMJ and WTMJ-FM. He has been station 
manager since June, 1945, but continued broadcasting a daily 
“sports flash” and announcing Green Bay Packers games, which he 
has covered since 1929... 

Henry P. Johnston, executive v.p. and managing director of Sta- 
tion WSGN, Birmingham, was married Dec. 26 in Uniontown, Ala. 
to Louise Feagin, director of speech at Phillips High School there 
The bride is well known to Birmingham listeners, having broad- 
cast daily from WSGWN for several years. . . Those rumors about 
the possible marriage of Gardner Cowles and Fleur Fenton wer« 
made good Dec. 27, when the publisher of the Des Moines Register 
and Tribune and Look magazine took the vows in Stamford, Conn. 
with the New York ad woman, whose most recent agency connec- 
tion was Dorland International-Pettingell & Fenton, which she 
left last March... 

Priscilla Alden Blackett, daughter of Hill Blackett, Chicago 
agency head, and Russell B. Young, radio producer, got their pic- 
tures in the papers as purchasers of the first marriage license of 
the year. They were married Jan. 4... David M. Kimel, sales 
mgr. of WLAW, Lawrence, Mass., left Jan. 4 for Pensacola to pick 
up one of those Florida tans. . . 


WINNAH—Bruce Robertson, senior editor of Broadcasting, holds the lucky 
ticket which won him an RCA television receiver given away at the luncheon 
of the Radio Execs during which approximately $1,000 was raised for the New 
York Times 100 Neediest Cases and the New York Herald Tribune's Fresh Air 
Fund. Others in the group are, left to right, Smokey Chandler and Helene 
Scott, Powers models, who collected the donations, and in rear, William S. 
Hedges, vice-president of NBC, and Robert D. Swezey, executive vice-president 
and general manager of Mutual, and president of the club. 


A 16-year-old, William Randolph Jones, of Little Rock, Ark. 
received a $1,000 award as winner in a national essay contest spon- 
sored by the Pan-American Coffee Bureau in collaboration with 
the Council for Inter American Cooperation. Senor Roberto 
Aguilar, chairman of the bureau, made the presentation at a cere- 
mony in the auditorium of the Library of Congress in Wash- 
ington... 

Tom Means, WOL (Cowles Washington station) promotion di- 
rector, and Dean Cornell, of the auditing staff, are back at their 
desks after a ten-day honeymoon at Hot Springs. The couple were 
married Dec. 21 in Christ Episcopal Church, Kensington, Md., in a 
ceremony attended by Merle S. Jones, gen’] mgr. of WOL, Bob 
Thren, Nellie Greaves, and Janie Leutbecher, all with the statio: 
and Sherman Hildreth of WRC and Mrs. Hildreth. . . Col. Richard 
H. Hobbs, Irwin Vladimir’s v.p. and Chicago manager, just left o 
his 21st trip to South America. He’ll see clients in Montevide: 
Buenos Aires, Santiago, La Paz and Lima... 

H. W. (Tex) Roden, who doubles as pres. of American Hon 
Foods and mystery author, has written his first magazine myster) 
novel, “Crime on the Pegasus,” for the February American. Action, 
on the “Pegasus,” Chicago-Los Angeles crack train, involves tv 
stage and radio comedians, their wives, and about a dozen others. 


_ Hal Davis, publicity director for Kenyon & Eckhardt in New York. 


is doing a column on kids’ records for PM... 

Martha Rountree, producer of Mutual’s “Leave It to the Gir! 
and “Meet the Press,” is featured in a series of four-color spreacs 
Barrett Shoes is running in Charm, Glamour, Harper’s Bazaar. 
Mademoiselle and Vogue. . . Fred Wolf, Detroit’s ‘voice of bow 
ing” by virtue of his two regular bowling programs over WXY: 
(“Talking Tenpins” and “The Tenth Frame’’) claims distinctio 
as the first announcer to broadcast a ball-by-ball perfect bowli! 
game direct from the alley-side. The event took place Dec. : 
during his regular “Tenth Frame” broadcast when Tom Roon: 
bowled a 300 game in the all-star classic league at Detroit’s Pala 
Recreation. . . 

Edward Wilhelm, radio time buyer in Maxon’s New York office. 
and Mrs. Wilhelm, together with ABC sports director Harry Wis- 
mer and Mrs. Wismer, were among the lucky passengers aboard 
the wrecked “Panama Limited” to escape with only minor bruises. 

Harold Hutchins, publisher of his own “Drug & Cosmetic New:- 
letter,” has been named an honorary citizen of Father Flanaga 
Boys Town. .. Also honored is Louis J. Riklin, account exec. f! 
WOAI, San Antonio, selected “Outstanding Young Man of 1940” 
in the annual local Junior Chamber of Commerce competition. The 
selection, limited to young men of San Antonio under 36, is mace 
on the basis of “unselfish, uncompensated community service.” 

The Chicago Defender, Negro newspaper, has cited for “ou'- 
standing contributions to democracy in the United States” William 
S. Paley, CBS board chairman; H. Leslie Atlass, network v.p. : 


Ns 


JO 


charge of the central div., and the Chi. CBS outlet, WBBM. Awarcs ; 


were given for “Democracy, U. S. A.,” WBBM program which fo! 
a year has been dramatizing the lives of outstanding Negroes, using 
all-Negro and mixed casts. . . 


— 


| 


arral 
of th 
Chic 
100 : 
ers, 

plan: 
paig! 
coast 
lease 
comy 


ae aa a ; ie ‘ i” ‘ mers ta Ae 
aes : Oe a < BEB GE RS N 
= In 
ee C 
ts } ary 
: SR il pies ; roc 
[ coms = 
. | | | can 7 
4 | —_—_— a 
- > i | 7 Con 
a Ae ca ae ; T 
’ | Bit | wit 
fe Hea 
ar re Bur 
m 2 vith 
a —————————————§ per 
ee own 
Re. 1... Inde 
Pe cas : use 
Dk caamremina, ene | 2 .8 $i | 
ctf ae $6 oo — i Aa om ar ch i 
. i BP .| | 'N wic Tr < “om ee iE 
: 4 eS “ Pe ao pe i 
fb sy ae) \ NEw HiT A | en. conte Tk 
3 eI | Pe cpapere | ow) a. Ie 
: ao Cah) ROMO Ee = | ie 
| aan [ion | a Se ae ms 
i St 2 pa = \ .% some At eS we oe | cost: 
“, a | Se? ee ss ees and 
a acl a 
: er 
ie _ =) 
iA ~ "4 lease 
‘ _ \ - ae 
i. Ps Le aa = 
Ps Po | comr 
a a = 
ait paint 
nae been 
man ager 
= “~qeiecoaan § re i ha ¢ 
KY % : et ‘ : a ‘ 
oi a =e — M reed : 
ze que EAGLE 
a8 : _ irs ¥ ¥ fS : Pia ara Ren AS “ 
3 ‘ i: : ea = princes < ak on. m "Ane: q 
—_— | =<! eee wien 10 
| YE en 
ete Le ot ee. the rk S 
| FY: 
| | ll tl Aa rice 
' ee 
4 


* 
= A 


Pol 
a 
J 


“out- 


Advertising Age, January 13, 1947 


! 


Vet Promotes 
National Use of 
Indoor Ad Panels 


Cuicaco — During the African 
ampaign and through subsequent 
roop movements, one serviceman 
egan to dream, not only of home, 
ut of advertising. Advertising 
vanels, he reasoned, could be con- 
iensed, brought indoors and there- | 
»y serve a field which he felt could | 
.e more widely exploited. That's | 
how, in the mind of Bain T. Nor-| 
nan, General Indoor Advertising 
Company was born. 

Today this 28-year-old veteran, | 
with Thomas W. Checkett, former 
Hearst employe, and M. M. Vos 
Burgh, for six years associated 
vith the Chicago Select Newspa- |, 
per Group and now its present 
owner, are operating the General 
Indoor Advertising Company. 

General Indoor is advocating | 
ise of its metal, illuminated ad- 
vertising panels (11” x 14”), com-. 
plete with a sort of “stop and go” 
light flashing in the tower over | 
the two panels which comprise) 
each store piece. The panels, avail- | 
able at a cost as low as $15 a 
month, will have, Mr. Norman be- 
lieves, high store-wide circulation | 
as well as considerable interest for | 
passersby. On this basis he and | 
his cohorts are suggesting that na- | 
tional advertisers whose steduate | 
are being stocked inside, make full | 
use of the panels to boost counter 
sales. The panels are particularly 
effective, Mr. Norman thinks, for 
cosmetics, toiletries, beer, liquors 
and allied lines. 

At this point, Mr. Norman has 
arranged to brighten the windows 
of the Centrella store group in the | 
Chicago area and as far away as 
100 miles. For national advertis- | 
ers, General Indoor Advertising | 
plans to set up a tailor-made cam- | 
paign with space in windows from | 
coast to coast being supplied on a 
lease basis. In the meantime, the 
company is working on arranging 
leases on a nationwide scale. 

The company is offering regular | 
15% and 2% advertising agency 
commissions, and also agrees to/| 
pay for lease locations. 


Glidden Names Hawkins 


T. R. Hawkins, formerly assist- 
ant advertising manager of the 
paint and varnish division of 
Canadian Industries, Montreal, has 
been appointed advertising man- 
ager of Glidden Company, Toronto. 


| 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 


5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 


lication | 


PRESS CLIPPING BUREAU 
Church Street, N.Y.C.7,N.Y. 


| treal, 


Name Clark-Wandless 


Clark-Wandless Company, New 
York, has been appointed United 
States representative for Radio 
Belgrano, LR3, in Buenos Aires, 
Argentina, and the Belgrano Net- 
work, Primera Cadena Argentina 


de Broadcastings, largest Argen- | 


tine radio chain, with 20 stations 
in Argentina and Paraguay. 
also 


San Salvador, El Salvador, 


has appointed Clark-Wandless as | 


U. S. representative. 


Increases Ad Budget 


Advertising of Absorbine Jr. 
and Absorbine liniment in Canada 
will be increased during 1947. J. 
Walter Thompson Company, Mon- 
handles the advertising, 
which appears in general and 
women’s magazines, weekend 


| papers and on spot radio. 


La | 
'Vox de La Democracia, YSO, of 


$700,000,000 Seen 
in ‘47 for Direct 
Advertising Cost 


New YorK—Direct mail adver- 
tising expenditures probably will 
exceed $350,000,000 in 
other direct advertising will come 
to a similar amount, the Direct 
Mail Advertising Association has 


increase. 

The total direct advertising ex- 
penditure of about $700,000,000 
would be 16% greater than the 


' amount spent in 1946, the DMAA 


| 


1947 and | 


predicted on the basis of a survey | 
of members’ plans to use and pro- | 


duce direct mail pieces, house or- 
| Sans, catalogs, etc. 


| Edward N. Mayer Jr., president | 


be. James Gray, Inc., and of the 
| DIEAA, disclosed that about 71% 
of those questioned believe 1947 
expenditures will be greater than 
those of 46, while 25% expect no 


| 


| 


indicated. 


Receives FCC Grant 

FCC has granted approval of a 
license for an FM station in New 
Haven, Conn., to the Connecticut 


Radio Foundation, Inc., which is‘! 


27 


' subject to further review and ap- 
| proval of engineering details. 


ITS GROWER-READERS 
PRODUCE: 


*. nation’s apples 
", nation’s winter pears 
*. nation’s cherries 
", nation’s prunes 
". nation's filberts 


IN EXCESS OF 200,000 


ABC MEMBERSHIP 


Lowest milline rate— 
lowest cost per inquiry in this 


highly responsive field 
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Gosmopolitan 


Every Month 2,200,000 people say COSMOPOLITAN 


A ‘potboiler’ is a work without literary 
or artistic merit, dashed off by an author 
in the hope of catching an editor with 
his judgment down. 


A potboiler, in other words, is something 
you wouldn’t expect to find in Cosmo- 
politan. You don’t. The millions who 
read Cosmopolitan look for — and get — 
reading matter that really matters, 


—your best ENTERTAINMENT buy! 


but it doesn’t happen in Cosmopolitan! a 
fiction that stirs instead of stupefies. | 


The great writing in Cosmopolitan is a os 
clue to the people who read it. They're % 
alert, alive and acquisitive. Their better § 
reading taste is a reflection of their better- : 
than-average buying habits. What's 4 
more, they can afford to buy the mer- » 
chandise they see advertised in the pages . 


of their favorite magazine. 
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Garod Radio Cuts 
Prices; Ups Budget 


Cuicaco—Garod Radio Cor- 


also plans to publish a_ booklet | 
on the history of 1922, the birth- | 
year of radio, which will include 
items of general interest of the 
year. The booklet will be offered 


poration, Brooklyn, at a silver an- | in the company’s ads. 


niversary meeting of its national 
distributors and sales representa- 
tives here last week, announced a 
price drop for 
table model radios. Prices will 
start at $19.95, contrasting with 
the low of $28.70 today. 

National advertising and pro- 
motion plans, now being devel- 
oped, will be based on an ex- 
penditure of $250,000, a 40% in- 
crease over 1946. National maga- 
zines, newspapers, business papers, 
direct mail, point-of-sale and pro- 
motion tie-ins, will start in late 
February, to coincide with the 
introduction of Garod’s new 1947 
line, including an all-plastic table 
model radio-phonograph, a brand- 
new three-way portable and the 
new Garod television set. 

Another promotion feature will 
be an advertising tie-in with 
WOR-Mutual, also celebrating the 
silver anniversary of radio. Garod 


$$MONEY TALKS!.. 


in the “GOLDEN BELT 
of the South”... 


1945 Retail Sales .. . 
$352 Millions 
30°, of North Carolina Total 
* 
1945 Eff. Buying Income .. . 
$757 Millions 
30°, of North Carolina Total 
* 
1945 Food Sales .. . 
$73 Millions 
28°/, of North Carolina Total 
* 
1945 Farm Income .. . 
$494 Millions 


50°%, of North Carolina Total 


The Raleigh News and Observer (the 
ONLY Morning and Sunday Daily 
published in the Golden Belt) carries 
‘your message to nearly half of the 
white families in this prosperous 33 
“county region. All-time high ABC 
circulation now over 90,000. 


| 


Shappe-Wilkes, Inc., New York, 
is the agency. 


its new line | Seeing Duensing 


O. F. Duensing, who for the past | 
10 years has operated his own ad- | handle the advertising and mer- | 
vertising agency, has been named |chandising of H. H. Robertson | 


sales and advertising manager of 
Vandercook & Sons, Chicago. 


| 
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A 
Eaton Transfers Sinclair | |a session on marketing theories, | 
- : ; Teachers Urge 'which developed the unmistak- * 
Moray Sinclair, supervisor of | peg be 
public relations of T. Eaton Com- | More Long-Term | Mae Seting of Ge group et too sc 
pany, Toronto, has been trans- | er emphasis has been placed on m 
ferred to the Winnipeg office as marketing theory and pure re- te 
supervisor of mail order adver- | Mar ket Research search, and that the country’s col- th 
tising. _ PirtspurcGH—About 125 teaching |leges and universities must take ni 
| Ty, members of the American Market-/|the lead in stimulating activitie: of 
| ing Association discussed the prob-| of this character. Only in this de 
a _lems of teaching marketing and| way, it was pointed out, can the fo 
é é >| relat bj - i i 
Tusaie, bes Ween tebelned ig |T ated subjects at a _ two-day | science of marketing advance and Se 
teaching conference at the Cathe- | new techniques and methodologies 
dral of Learning, University of|be developed which will be of T 
Company, Hamilton, manufacturer | Pittsburgh, Dec. 27-28. | long-range importance to the field 
of building supplies. One feature of the meeting was' At a concurrent meeting of the Le 
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American Marketing Association 
board of directors, the new dues 
schedule of $10 per year was for- 
mally approved, and a new chap- 
ter in Montreal was accepted into 
the membership. Prof. Ross Cun- | 
ningham, Massachusetts Institute 
of Technology, took office as presi- 
dent of the marketing association 
for 1947, succeeding Lyman Hill, 
Servel, Inc., Evansville, Ind. 


To Brisacher, Van Norden 
Brisacher, Van Norden & Staff, 
Los Angeles and New York of- 


fices, has been appointed by 
Charles R. Rogers Productions to 
create and place the national radio 
campaign on “The Fabulous Dor- 
seys.” The film will be distributed 
through United Artists. 


Joins ‘Herald-American’ 


A. H. Talbot Jr., formerly with 
the Times-Picayune Publishing 
Company, New Orleans, and for 


the past year co-manager of Sta- | 


tion WTPS, New Orleans, has been 
named to direct the advertising 
promotion department of the Chi- 
cago Herald-American. 


Safeway Plans 
50% Ad Boost 


CLEVELAND — Safeway Chemical 
Company, maker of Safeway 


; Brush-Top spot remover and Safe- 
| way DDT powders, has announced 


plans for a 50% increase in its ad- 
vertising, which will include six 
national magazines as well as 
leading business papers in the 
drug, chain store, paper and hard- 
ware fields. 

Safeway plans to use space in 


The American Weekly, American 
|Home, Better Homes & Gardens, 
Good Housekeeping, Parade and 
| Sreenans Home Companion. Na- 


pany’s self-feeding, mohair brush 
Vacu-Top applicator, plus boosts 
for the Flexi-Cap for use with 
DDT powders. In addition to the 
consumer and trade publication 
campaign, the company expects to 
use newspaper advertising in key 
distribution centers. 

White Advertising Company 
|handles the account. 


HANDLE WITH CARE 


If this guy with the hand-painted tie resembles your tdea of a huckster . . 


it’s intentional. He’s not showing the proper respect for a valuable 


specimen of business paper white space. 


White space... for which you pay good money... should be handled with care. 


(And that’s more important today than ever before.) Filling it requires 


specific knowledge of your product and its application to your market and 


your prospects. Making it produce requires an interesting story 


convincingly told in terms of your prospect’s own interest. 


Gearing copy to your product and to your prospect is the only way you can make 


your advertising produce results in sales and product acceptance. Properly 


selected business papers provide a custom-made audience. How much you get out of 


your investment in white space depends upon how you tell your story. 


Advertising in a Mc€ rraw-Hill publication with a story that your prospect 


understands provides a profit producing team that’s hard to beat. 


ASK YOUR McGRAW-HILL MAN for your copy of the new 


edition of “The Pul 


business conditions and trends as seen by McGraw-Hill editors. 


INYOMPANY, INC. 


dquarters for Industrial Information 
West 42nd Street, New York 18, N. Y. 


se Beat of Industry,"’ a survey of current 


tional copy will feature the com- | 


pulort - 


COMES TO + 


Akron has taken another 
important stride in the 
march that has already 
characterized it as the 
"Rubber Research Cap- 
ital of the World". The a 
latest step was the offi- 

cial opening on Novem- 

ber 22nd of the Akron 

rubber research labora- a 
tory of E. |. du Pont de 7 
Nemours & Co., Inc. ce. 


Establishment here of the 
Du Pont laboratory is in 
effect recognition by 
that chemical industry 
giant of Akron's impor- 
tance as a science cen- 
ter. The Rubber Capi- 
tal's march in_ this 
direction has been swift, 
steady and on a multi- 
million-dollar scale. 


The adding of Du Pont 5 
to Akron's other big ee 
name industries is an- 2 
other reason why this EB 


free-spending Market 
should top your list of 
sales promotion. 


‘AKRON 


Se 
4 ( ; 


BEACON 


JOHN S. KNIGHT | 


PUBLISHER 
Represented by: a 
STORY, BROOKS & FINLEY x 
| New York Cleveland Los Angeles ee” 
Philadelphia Atlanta 


Chicago 
| 
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TO SELL MEN, USE THE WORLD'S 


Republic “SEABEE" Amphibian 
Photograph Courtesy Republic Aviation Corp. 
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Young Woos 1,000,000 | 


Railroad Stockholders | 


(Continued from Page 1) 


has taken his case to the Supreme | the coal strike which for weeks 


Court. The Department of Justice 
is fighting on his side to stop Pull- 
man’s sale to the railroads. 


Starts ‘Pay As You Go’ 


It was Robert Young who 
started, last month, to promote 
“pay as you go” railroad service 

. and who with a full-page 
newspaper ad in mid-December, 
claimed to have induced John L. 


Complete line of artists’ materiah 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave., Cen. 3373, Chicago | 


| 


| 


' 


Lewis to call off, within 27 hours, 


had threatened to paralyze the 
country. 

But all this is only part of the 
promotional progress of the slen- 
der, blue-eyed, gray-haired man 
who sat, wearing a yellow sports 
shirt, on the veranda of his home 
here, overlooking the palm-fringed 
lawns and the wide blue ocean 
beyond. It was an even smaller 
part of his plans. 

These plans—some of them re- 
vealed for the first time here— 
would alter and revitalize the na- 
tion’s entire $30 billion railroad 
structure. They would take the 
railroads from under the domina- 
tion of the ‘Washington politi- 
cians” and big bankers (Mr. 
Young lists his two major groups 
of enemies in this order), and put 


Recent Census Bureau reports on World War II Veterans show — 


70% ARE ALREADY EMPLOYED 


ARE ALREADY 
MARRIED 


THIS is the 


Veterans’ Buying 


ARE SEEKING 
NEW HOMES 


800,000 ' 
WILL PAY | 
$50 REN 


. ae ; 


WANT HOMES 
DYER: Share 


Leese 


ait 


ERE IS A RISING market of family buying | 
power that will grow for a quarter-century! 
Already more than 1,700,000 of these up-and- 
coming World War Il veterans are reading Foreign 
rs Service for the vital news of V. F. W. leadership. 
These are cover-to-cover readers (most of them 
joined the V. F. W. overseas, after reading bor- 

i. rowed copies!). 


ee ee ee ee Re eS a ce ce ca cn cm 


OFFICIAL PUBLICATION 


me 6=s VETERANS OF FOREIGN WARS 


, DAN B. JESSE, JR. & ASSOCIATES, INC. - Advertising Directors » 10 EAST 43rd STREET, NEWYORK 17, N.Y. 
| Midwest Representative: Raymond J. Rvan, 203 North Webach Ave.. Chicago, Hlinois 
Pacific Coast: Ren Averill Company, 427 W. Fifth Street, Los Angeles 13, California 


them back into the hands of their 
5,000,000 stockholders. 


‘Gets to the People’ 


The fact that Mr. Young andj, 
his associates in Allegheny Cor- | 
poration and the railroads and | 
other facilities which it controls, 
thus far have emerged unscathed 
is due both to his adroit handling 
of legal, financial and operating | 
problems and to an extraordinary | 
ability to “get to the people.” 

This ability may win him an) 
even more unanimous vote as the 
“advertising man of 1947.” | 

In October, Mr. Young’s Chesa- 
peake & Ohio, Nickel Plate and 
Pere Marquette railroads resigned 
from the Association of American 
Railroads, long reported to be 
dominated by such leaders as the 
New York Central and the Penn- 
sylvania and their bankers, J. P. 
Morgan & Co. and Kuhn, Loeb & 
Co. Mr. Young repeatedly has 
damned these two banks and ‘“‘the 
Mellon interests’ as having bled 
and paralyzed the railroads for 
more than half a century. 

On Feb. 24 he will announce 
plans for a new nationwide asso- 
ciation. Its initial fund is the 
$225,000 which the C&O and affil- 
iates have been paying annually 
into AAR. 


Plans Direct Mail Effort 

He has compiled a list of more 
than 1,000,000 railroad security 
holders. On Jan. 15 he plans to 
send the first mailing to enlist 
them in his fight against the AAR 
and its 132 Class 1 member roads 
(Class 1 includes those roads with 
more than $1,000,000 gross reve- 
nue). The mailing will be a re- 
print of his December Atlantic 
Monthly article, “A Strange Alli- 
ance for Monopoly,” in which he 
denounced “banker - government 
domination” of the roads. 


As this campaign moves from 
the general to the specific, he will 
publish for these security holders ' 


Coming Soon on the Chesapeake & Ohio 


“PAY AS YOU GO” 


PAY AS YOU GO - ON THE C&O 
MAKING IT EASY—In this newspaper 
and magazine copy, the C&O fore- 
cast one of the 1947 services it in- 
tends to provide for the public. The 
ad, through Kenyon & Eckhardt, ran in 

November, ‘46. 


and for editors and other “opinion 
leaders” a monthly magazine on 
what the stockholders can do to 
break this domination, to squeeze 
the “water” out of the roads, and 
make them profitable again. Cur- 
rently, he points out, more than 
one-fourth of all Class 1 roads are 
in receivership. “In recent years, 
two or three times as much has 
been spent in ‘log rolling’ and 
‘sand pumping’ as in helping to 
make the railroads operate effi- 
ciently and profitably,” he says. 


All Have a Stake 


The $30 billion in railroad as- 
sets, he told AA, are owned not 
only by 5,000,000 individuals but 
by the 70,000,000 holders of life 
insurance policies whose com- 
panies have invested in the rail- 
roads; by millions of savings bank 
depositors, and others. 

In fact, Mr. Young emphasized, 
almost every family in the coun- 
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try has an ownership stake in th. 
railroads, and everyone has a vita! 
concern in them. 

“The railroads,” he said, “are 
more important to the national de- 
fense than the Army or Navy.” 

He expects that, within a year, 
his railroad-stockholder grou; 
“will be able to guide government 
railroad policies.” Already, due 
to the success of his public rela- 
tions program, he believes that 
“we have more influence than a!) 
the other railroads combined.” 


Wants More Advertising 


Merely to say that the railroads 
are under-promoted, he contends, 
is exaggeration in the extreme 
The Association of American Rail- 
roads is still delighted with “the 
miracle of the flanged wheel on 
the steel rail,” he says, which is 
about the same “as if the auto- 
mobile industry were devoting it: 
promotion today primarily t 
boasting of the horse and buggy 
In advertising and public rela- 
tions, the railroads have mace 
virtually no progress since 1830. 

All the railroads together, h¢« 
estimates, are now spending on) 
$6 or $7 million annually in ad- 
vertising, or “hardly more thar 
one toothpaste manufacturer.” 

By the example and stimulus oi 
the new association and of his 


see to it that the railroads adver- 
tise and merchandise aggressively, 
in proportion to their size and op- 
portunities, with a combined an- 
nual expenditure of $100,000,000 

The C&O, Nickel Plate and Pere 
Marquette have begun to practice 


THE LETTER 


431 S. Dearborn St., 


SHOP, Inc. 


Chicago 5.1 ]linois 
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COMPLETE MODERN RETAIL SET-UP 


Every important classification of retail 
establishment flourishes in Jamestown, 


and competition keeps 


The Post-Journal is of course, the prime 


medium for all their 


Merchandisingly speaking, the P-J is in- 
telligently helpful in promoting national 
advertisers products with local retail out- 


lets. 
Can we help you with 


POST-JOURNAL 


business healthy. 


selling messages. 


yours? 


JAMESTOWN 
NEW YORK 
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the his preachments. Although carry-|ily, is a close personal friend.|the Van Sweringens when they | attorney-general, before the House equipment,” and “3. while neglect- 
ita] Ming between them iess than 2% | Western “possibilities” include| controlled Allegheny Corporation | subcommittee on war mobilization | ing essential developments in their 
of the nation’s total passenger | even the Union Pacific, long dom- | and C&O). Mr. Young also had|on Feb. 10, 1944, charged these | own field, the railroads have re- 
are (§ traffic, he estimates that they are| inated by the Harrimans, and the | some unkind things to say about! roads with: “l. Agreements to | tarded the development of cargo 
de- § already spending about one-sixth | Rock Island. By coincidence, the|W. Averell Harriman, Mr. Tru- restrict competition and retard | by air.” / - a4 
; ‘ the total advertising expendi- | UP is a major stockholder in the | man’s recently-appointed Secre- progress and public service”; “2.| Although the Union Pacific has % 
say ture of all Class 1 roads. Not in-|New York Central, with 160,000|tary of Commerce. He accused monopolistic control of the manu-| long been listed as the biggest m. 
oup B cluding printed matter and a | shares. Mr. Harriman’s Union Pacific|facture and supplying of railroad railroad advertiser—but perhaps 7h. 
ent @ vastly growing amount of direct | The fact that J. P. Morgan &| (now headed by E. Roland Harri- | 
due @ mail, the annual reports showed Co., Mr. Young’s favorite banking |man) with having led the west- | 
ala. @ that these three expanded their | bete noire, is banker for the Newjern roads in collusion to restrict 15 IT TOWN > TELLS YOU! 5 
that /#combined expenditures from} York Central, does not seem to competition. sMALL RBAN TOWN CO MING soon! a 
~)) § $382,127 in 1944 to $701,601 in| bother him at all (Morgan also| Mr. Young cited the charges of |] OR sUBU « Bi e = 
1945. Their 1946 total approached |was banker and “bag-holder” for | Wendell Berge, who as assistant | 
$1,000,000. | 
But really to force the railroads | 
oads & to modernize and advertise, Mr.| Him 3 alae ; pels oS a Me Re ss me oie” wus BPS NG eee ¢ ra 
nds, § Young intends to provide them | im 
eme,! with strong and aggressive com-| im . 
Rail- § petition, both from his C&O group “sii sess ie . En a! ye ee 
“the and especially from a first coast- 
1 on™ to-coast railroad system, which he 
*h isMis now seeking to form. His suc- te 
yuto-Mcess in the past. 10 years in ac- 
g its§quiring control of the $90,000,000 | 
+ toffAllegheny Corporation with an| 
iggy. Hinvestment of less than $3,000,000, 
rela-(jand in turn of getting control of | o : 
madel™more than $1 billion of railroad | en 
830. @facilities, indicates that he is not) 
+, hefstalking wildly. 
ar He Makes Big Plans | 
than), Whether Robert R. Young can | . 
” put together such a system where | Fine 
us of/;Cornelius Vanderbilt, Jay Gould, | 
f his) £. H. Harriman, O. P. and M. J. Van | Coated Paper 
ds to) Sweringen failed, no one can pre- | 


dver- ‘dict. But the man makes no little | 
ively} plans. In fact, his plans today are | 
d op-| bigger than any of these earlier | 
i an-|greats. He believes that because | 
0,000.}he has learned to “profit with the | 
| Pere} people’—and to tell the people his | 
actice} pPlans—he cannot fail. 

His first coast-to-coast rail plan, 
Mr. Young told AA, is to acquire 
“control of the Lackawanna from 
iNew York to Buffalo, connecting | 
‘with the Nickel Plate to Chicago 
ind St. Louis, and to acquire con- 
rol of the former “Van Swerin- | 
zen” and “Gould” roads—Missouri 
acific to Denver, Denver & Rio 
rande to Salt Lake City, and | 
Vestern Pacific to San Francisco. | 
rom Washington, he would use| 
he C&O to Cincinnati, Big Four | 
o St. Louis, and the same three 
beyond. 


Would Buy New York Central | 


3ut this system, also, might be 
nly the start of things. He di- | 
vulged to AA that an eastern “‘pos- 
pibility” is the New York Central, | 
n which the Vanderbilt family is 
still the largest private stockhold- | 
ng group with about 10% of its | 
p,500,000 shares. Harold S. Ven-| 
Herbilt, current head of the fam- 


Needs No Other Name 


On a quality coated paper, half-tone 
engravings reproduce fine photo- 


graphs with all the attractiveness of 


the originals. By ‘“‘streamlining” the 
manufacture of coated paper, Con- 


solidated not only achieved a superior 
product but also reduced its cost. 
This improved paper .. . sold at un- 
coated prices... remains fine coated 


paper and needs no other name. 


Photograph courtesy of 
Owens-Illinois Glass Company 
from a Duraglas advertisement 
in December McCall's 


Consolidated Coated 
, PApers tics sce" 


Manufacturers such as Owens-Illinois Glass Company go to great 


expense to make their advertising attractive and convincing. Nat- 


urally they require faultless printed reproductions. That is one 


reason why McCall’s Magazine, which carried the above illustra- 


tion in a Duraglas advertisement, uses substantial quantities of 


...80 fully padded 


with sales appealing identification 
for your product or service, like ad- 


Consolidated Coated Paper in its printing. 


co neler ene eee Manufactured in weights down to 45 pounds, Conpatinuses Sat: 
MULT PRopUCTS, ING. REG. U. 8. PAT. OFF. oo meet almost any printing need of publishers and 
Signs A, Plaques . 

Oe CONSOLIDATED WATER POWER & PAPER COMPANY 
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surpassed by the Pennsylvania in | 
its centennial campaign in 1946— | 
and the Santa Fe and Southern 


All 
man busy. 
other interests. 


these problems keep the 
But he has a lot of 
In addition to The 


Pacific are near the top, Mr. Towers here, he maintains a resi-| 
Young charged that it was the, dence in Newport, an apartment in | 
“Harriman agreement” which, New York’s Waldorf-Astoria, and 


a suite in the Hotel Cleveland, 
which connects by upper passage 
with the “throne room” in Cleve- 


among other things, caused the 
western roads virtually to “pro- 
hibit advertising.” 


GREAT INDUSTRIES w tur 


_ Growing GREENSBORO MARKET 


BURLINGTON MILLS 


In just 22 years, Burlington Mills has swiftly grown to 
one of the World's greatest textile organizations, with 
74 plants in seven Nations and the home office in 
Greensboro. Known throughout the country as a symbol! 
of quality in fabrics is the Company's ‘'Bur-Mil’’ trade- 
mark. Twenty-two Burlington plants, employing 10,000 


people are located in the Greensboro Market area. 


J. SPENCER LOVE 
President, Burlington Mills 


Burlington Mills is typical of the tremendous industrial 
growth in the Greensboro Market Area and of scores 
of huge industries . . . many Nation or World-wide. 
This activity together with a balanced agricultural 
economy reflected in per capita food sales 
Greensboro—''Gateway to the South'—a standard 
of living above the Nation's average and far above the 
South Atlantic States. 


BUR 


has given 


*Latest Sales Management survey. 


Greensboro News-Record 
St _ GREENSBORO, N.C. | 7 | a 
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What Do You Need ? 
Frequcmy stested TEST! « 


THIS YEAR... LIKE ANY YEAR 
PRODUCT SELECTION AND BUYING 
STARTS AND FINISHES WITH 
PRODUCT INFORMATION 


Whats Mow - cqurakay- pears - marenats 
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power 
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| ‘Thus news and information about 
product in Industrial Equipment News 
will reach active operating, engineering 
1 and production men in the larger plants 
/ in all industries at a most opportune 1 | 
| time . . . when and where they are an 
} | OOKING FOR product information in : | 
on relation to their current product require ; |} | 
=i | aa = ments a an 
cqueped ot IEN’s broad coverage and specialized ap- 
nu race peal to active buying factors in all divi | 
sions of industry gives top assurance that 
: the product advertising it carries is most 
. likely to rea sooth new and old markets 
when and as their activities and product 
requirements increase during the year, 
,, ae COST! Only 895 $102 a month for 
standard representatio 
DETAILS! Ask for a copy of “THE TEN 


| PLAN”. 


INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Company 


461 Eighth Avenue New York |, N.Y. [oomeeme 
=(({)- 
Nay 


. Jase 
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land’s 40-story Terminal Tower. | Robert J. Bowman and John W. | versity of Minnesota, wrote him 
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Control of both the hotel and’ Davin, presidents, respectively, of three-page letter on what’s th 


tower he inherited from the Van | 
Sweringens. 

He will enjoy the sunshine and 
warm breezes of Palm Beach) 
probably through March. But his | 
days here are carefully scheduled. 
He keeps in touch by phone with 
his associates in various cities. In 
New York he maintains a personal 
staff of 14 people in an upper- 
floor anonymous office in a mid- 
town skyscraper. 


The Inner Circle 


Mr. Young makes the decisions 
himself, but he seeks and weighs 
the opinions of a diverse group of 
associates. These include Robert 


vice-president of all of Mr.| 
Young’s corporations, and chair- 
man of the board of Pathe In-| 


dustries; Allen P. Kirby of Mor-| 


worth stockholdings; Cyrus 


the C&O and Nickel Plate. Wil- | matter with the railroads. 


D 


liam C. MacMillen Jr., who was! Piccard suggested, among othe 
a member of Gen. H. H. Arnold’s things, that facilities be arrange: 
wartime staff, is now his legal|so that train toilets could be ke)! 


and general assistant in New York, 
and Thomas J. Deegan Jr., for- 
merly public relations director of 
American Airlines, is his public 
relations assistant. 


| 
| 


| 


unlocked in stations. 
“Train 


toilets,” Dr. 


Piccar | 
wrote, “should be equipped wit) 
catch basins to be emptied late: 
in the railroad yards when the 

Among his close “personal” as-| cars are cleaned. If this were so, f 
sociates are the Duke and Duchess the toilets could be open in the > 


of Windsor, who have been his| station and tired or sick people, 
‘or little children would not 


guests in this country. 


Robert Young employs no obliged to wait . 
Every advertisement! able to make themselves comfort- [ 
and every article which he signs;able for the night. 


“ghosts.” 


| 


Are you 


be 


. . before being 


d 


—and he has signed all the C&O-| married man and a father? ... A 


Nickel Plate public relations ads|small child is just as apt to start 


himself. 
A Matter of Toilets 
And yet he welcomes, and often 


W. Purcell of New York, who is} in the past 15 months—he writes| dancing and crying: 


| 


ristown, N. J., heir to large Wool-| uses, an increasing flow of sug- | 
J.| gestions from others. Recently, for | 
Eaton of Otis & Co., Cleveland,| example, Jean Piccard, the strato- 
and Harry Stuart of Halsey, Stuart sphere explorer, professor of aero-| Georgia made four 
& Co., Chicago, both bankers, and | nautical engineering at the Uni- | two of which—on more attractive} York, — 


Many Suggestions Used 


‘Mummy, | 
| (Daddy) I gotta go!’ while the 
train is in the station as while 
is in the open right of way.” ; 
Mr. Young is seeing about tha: 


it 


Retiring Gov. Ellis G. Arnall of | 
suggestions, 


pe 


homes has th 


Se¢ ¢ 


y we upset your 


ee 


some old and important questions. For example: 


wife and children each listen to the radio? 


e most listeners? 


sh aaa 


applecart? | 


We promise to set it right again. But, you see, ours was upset recently 
and it changed a lot of notions we had always counted on. 

WSYR has a big farm audience. About 40% of all New York State farm 
families are in our area. We thought we know their radio habits pretty well. 
But a recent and indisputably sound survey” has given us new answers to 


What do you think are the peak listening hours in farm homes? 


How many hours per day, in those homes, do you think the farmer, his 
Which of the eight stations regularly heard by Central New York farm 


And—most important to advertisers —what type of programs do you think 
they like to hear most? (One hint; it isn’t farm programs.) 


As a sound guide to advertisers who want to plan productive 
campaigns in the rich Central New York farm market, these facts are all 
presented in a new book called “Down to Earth? The only thorough study 
yet made. it may revolutionize your ideas about Eastern farm listening. 
Write. on your letterhead. to Frank Headley, 920 Chrysler Building, New 
York 17. for your copy today. The number available is limited. 


WTRY, Albany-Troy-Schenectady,& WELI, 


New Haven. are also H. C. Wilder Stations 


WSYR 


SYRACUSE 


*Conducted by Farm Opinion 
& Research among Central 
New York farm families 


Represented by Headley-Re 
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m nd legible type for timetables and 
th n eliminating distortion of maps 
D n timetables and advertising— 

the yill.be adopted. In fact, as a re- 

nged ult of the Arnall suggestions, Mr. 


kep' young—or the new association— 
1ay send a letter to all the 40,000 


card isted in ““Who’s Who in America,” 
with ffering a $1,000 and smaller 
late: rizes for ideas to improve rail- 
the oad services. 
e so, § The News-Virginian, Waynes- 
1 the — oro, Va., recently criticized edi- 
ople, wially the condition of the C&O 
rt be tation there—and Waynesboro 
being oon will have a new station. 
_ The Hog Is Born 
>A But it was Robert R. Young 
start) who, in Palm Beach last spring, 
mmy, onceived the illustration and 
e the vrote the copy damning the situa- 
iile it ion dramatized by that super- 
’ ’ cilious hog which stood, cigar in 
- that ; nand, leaning against a freight 
- car door, and sneered at the poor 
: - human beings who had to change 
all of ®@ trains. He called his advertising 
stions,) agency, Kenyon & Eckhardt, New 
active!) York, to tell them how to illus- 


trate it. 

And it was Mr. Young who, on 
a New York-Newport train in 
December, angered and grieved 
over the need of laying off 13,000 
} C&O workers because of the coal 
| strike, wrote “a statement on the 
coal strike” advertisement, which 
urged the new Congress to con- 
vene immediately to pass the re- 
quired legislation. He told Mrs. 
' Young that he believed the ad 
would end the strike within 24 
| hours. Actually, he said, Mr. 
Lewis did not yield for 27 hours! 


No Love for Politicians 


A coal mine operator himself 
through C&O and another Alle- 
gheny affiliate, Pittston Coal Com- 
| pany, Mr. Young had talked with 
Mr. Lewis on Thursday, Dec. 5. 
The operators, he said, were will- 
ing to accede to the Lewis condi- 
tions, but the government held 
out. A Texas-born Democrat, who 
voted for Roosevelt only once, he 
blamed both the Administration 
A} and the Republican leaders for 
a failing to act. 

4 | As he wrote this advertisement, 

Mr. Young’s feelings over the 
situation were so intense that he 
leveloped a bad case of shingles. 
Instead of seeing him, as planned, 
Newport or New York, your 
reporter followed him here in a 
C&O private railroad car. He was 
regaining strength, and the skin 
trouble was beginning to clecrr. 
He was seeing some people on «; 


a few white chips 


BEFORE YOU BET 
THE STACK.... 


Let us market-check your plan be- 
. fore you release it nationally—on 
the 10th of every month, we'll 
give you a report of retail sales 
in selected test markets! 


k Reaction shown to— 
new products 
displays 
e merchandising stunts 
il advertising campaigns 
| —as used by "top-flight" produc- 
y ers of national grocery products 
v. lour clients). 
w Tell us what you have in mind— 


we |l tell you how our sales research 
service can work for youl 


an ur oyne 
( Taoceny ed 


431A Dixie Terminal 
INCINNATI 2 


dley-Re d 


pointment, and was planning and 
thinking and writing on a fairly 
exacting schedule. Between times 
he was taking his customary brisk 
walks, pausing now and then to 
watch the ships’ at sea through 
binoculars. 


Likes to Write 


he explained, “and if by using the 
words of others I had permitted 
the slightest inconsistency, the 
government and the bankers 
would have gotten me long ago.” 

Two of his signed articles ap- 
peared in the November and De- 
cember issues of The Atlantic 
Monthly, and a third, on “Looking 


placed direct under Walter Jack- 
son, advertising manager, the es- 
sence of the program is Mr. 
Young’s signed public relations 
advertisements, which usually ap- 
pear in about 55 large city news- 
papers, both on and off the lines, 
including every general daily in 


35 


Washington, and in news weekly 
magazines. 

These all are intended to say 
something and to get something 
done. “If I don’t have a message,” 
Mr. Young said, “I don’t spend 
the money.” But apparently there 
is no shortage of messages, be- 


Bons 


(a 


PHONE .. . WIRE . 


. OR 
WRITE FOR FULL PARTICULARS 


/ DREAMS 


advertisers! 


He writes for two reasons: Be-| Russia in the Eye,” will run in the r 
cause he thinks he has to, and| March issue. is I TELLS YOU! 
because he wants to. Although C&O and the other sw OMAN TOWN? / 
“If my advertisements and| roads in the group conduct regular COMI Ni G S OON 7 
statements had not been my own,” | on-line campaigns, which are * 
we ae oe ie, SE aay > ey — 3 Pe 


Let’s show you what we've PRODUCED for leading national 
Effective electric displays in. . . 


oo nn 
METAL . 


OH 


woop 


Experience plus precision construction counts! 
or we'll gladly submit suggestions without obligation. 


ETCHED GLASS 
PLASTIC 


Your own idea developed... 


| O 


ADVERTISING DISPLAY CO. 
1216 Jackson Street 
Cincinnati 10, Ohio 


ea. 


bie , ae Ee | ao eS ce . , . 7 
i. ee 
Fer a t gie . 
aaa en 
“id = <a 
2 ee 
2 ares 
a ae a Ll 
By oe: 
“ee =" 
ae 
a or 
ics ae . 
ae | TT i 
+ , 
- 
he 
a 
. — - er ; 2 — - 
. : : , 
we Te on a 
i . as, a 7 
| _ vA < * os 
ale al % * 
a -. “a : a 
: i Ss oY i 
ae. “ mh ma a 
gu # = nk : gr Se rae 
‘ ic a : a ; i es 
.. | S he dr oe whee a 
; ” “ ~~ it is & ; “Tt 
z 7 i i sm a 
zi ir, + nee rm a) 
; . 3 ie Se 
fe > ie } . : : 
_ ‘geen fe Nal os ee ee ae — : 3) ae 
f a A a amie 2 
ae 5 > WS ian 1 ; are} . 4 
¢ Pie > STS se aes renee ar a 5 ‘<< 2 ; 
— oo eS ° 7 : ‘s 
ig Sug ; ; Ae ; ¢ 
7 ar ee = ; ' ss Ai 
; oe ff ai j Ha aid 
a 3 ; ? - 4 F ‘ ” ‘pn 
i al : , ’ ‘i *- ; Res cine aus a 
a es nll i : i F ; 4 . ° q ae. Bor ie HH: a Gar’ a 
ae a , 3a ai ; ie verre res » 
er 0 ee ; ' Se os La ae ee tee : * rr: 
i 4 s | . . aie * " ‘fe z i 
Zz : 2 “ | i " ~~ ’ : 
; —_”6h3~ COC CUD wIiCDi ; » ee 
ed ; ? Ae ' ies 4 7 i. 4 = 
; “ i e' a0 ; se “4; - Q \ foe ey 
= , _ Sects come ee De a es » ia 
3S “i — ee . a oe, ree Se os: 
= ee age = Ee Pe , era ee a / — 
; adie ; 5 ee ute # ; 
P . ise. ees cyt Q eae a . > 
= * - be ae Se eerie — 
: * ae = as Pi. ee 7 
“23 & ~ = oo “iy 
<5 ae ys 
be ; Sy 
(/@ ? 2 ? i " ‘ 
- Wy * © . i ett 
a *. # be ee “ft 2 
ri ‘. a a Da a fis Flay . 
oa ‘a om . : Wil al we 
Sat ei. . ms Un aon iar 
= : Soe ae we ef “ 4 se age : BT : 
eS Be, ' — * vf ies: ae oy. uaa “4 oe P r 
RN IN te itn: 5 a : a eo eae ie, acer a 7 
epee a 29 : i ee 7 sna ee ee = ie . ’ 
; . eas ye ae i fs oy By x = a = yet ee var 5 . Pig fr =z 
a Aig ‘i = ; : z a Mies! ae i a jr A ree = 4 Po é - 
‘ ‘ : fy z Sy & sata aa, —— ae 
Bow ee. ‘, . oe tee a ari ae ea 
iF RES ~ ie hers ; 5 
a ed a 
ee 3 aes il a - —— - — 
iy bo +a ‘aay bodes 
ieee, Oe : : Ae. te res 
SB af af = a - “a 
inn EEEEEREEREEERREEEEEEEEEEEEEEEEee * LS ie ~, Waker = Beas - ve ; RS: ve : : 
TL i , Foe tie 30% * ee : i 2 ae *) Jel Se ’ “e 
us “4 ot) TG oe, R ‘ine aa ie " ce ue b 
i < é a” & a fe cache sy i 5 : ‘ ; os . an ; Pe 4 i ‘ a 2 : 
| ii A A 4 <7 j = Mc or ee en : gi wae Pas pa pe / a 
; fs _ E: ie ie Eee ie age ire ae 7 r 
s Pius e % i ei = ss zi, wh Se = =a ‘ ; ? ; : wee ee ee s > a 3 a 
= io ls Serge Pe _ : Free AMY. os a: pe cre eerie a ae ie. 
oe ‘ y ys SARS eRe errs ot ee ee s: ves gS evra ah tae 
3 iy “al & y, Sa 5 ae ad UE on able ere sh he ics 5 ae we 
Sars =e Se : ; ; ee ae 
ee = e ae Eile 
ial Sean : : ie a, | _— 
Be aie ' 4 ed 
aay eae “<4 ; ie e i 
| ay a ce ee | ; \ “es af 
sk, re P a See a: F a” nal 
Fes Y ‘ ~ “i . ~ ie 
as ee ca ; a 4 
ie ‘ \ hep eee Pee peat. ., eae : 0h ii et 
ee Bs ieee 25 i a ” ea ae 4 : ke 
’ nee se ; be ae : : : e. eee 
} = poe ey Sutietys | Rs Fy . : oe et aes 
Pere sa A a PoC : ; et ce , 2 SS i ial ‘: * a aa Ake ee Te gpd = oe 
(— ssa aly ; : eat i 5 
Bs 
= \ G: ) a 
: > ° i So 
vo 2, “a 
a 
; a - i q - 
: re fe oe — 
 & cay , a - . 
a ae 
riick em _— m — 
wiles Soe 
- iJ ; 
- = ll fae 
me at am a : 
. . co = ' » . 
‘ ~ aN 
# 
| 
| ‘ r 5 3 
: Pa 
a, Pa 
, = 
Deore 
iu aes 
LL - 


RAILROAD BUILDER—Robert R. Young (left), railroad magnate, tells Law- 

rence M. Hughes, AA's executive editor, of his plans for a new railroad associa- 

tion and for the first coast-to-coast railroad system, at his Palm Beach home. 

Mr. Young also would get the railroads to spend $100,000,000 annually in 
advertising. 


cause “I’m always over my bud- 
get.” 


Advertising he regards as the, 


most vital function which he can 
perform. The top executives and 
the leading 
major companies, he believes, 
should be more actively concerned 
with it. 


Opinions on Advertising 


“Why, for example,” he asked, 
“should a railroad’s advertising 
program—and therefore that rail- 
road’s future progress—be dele- 
gated to a 


agency, where the creative re- 
sponsibility is usually turned over 
to a $5,000-a-year copywriter?” 


Mr. Young had thought about|a good “housekeeper.” Under his | 


starting a “house advertising 
agency,’ as well as a house bank 
and insurance company, to serve 
all his interests—pocketing per- 


stockholders of all | 


sonally the commissions on all of 
them. But he dropped this idea 
as unfair to the stockholders. 
Incidentally, he draws _ only 
$7,500 a year in salary as chair- 
man of the board of the C&O, as 


/compared with $60,000 for his 


predecessor, and only $20,000 from 
Allegheny Corporation, as against 
$50,000 by his predecessor. He 
takes nothing for his leadership 
of Pathe Industries. 
put himself in the position of other 
stockholders, and work for the 


low-paid department | 
head, and then to an advertising | 


benefit of all of them. 
Reduces Indebtedness 


Robert Young hates debt. He 
sees no reason why a promoter 
/and financier should not also be 


| regime the bonded indebtedness 
of the C&O, Nickel Plate and Pere 
Marquette combined has been re- 
|duced about $100,000,000. Since 


Responded 


A state commerce department wanted to attract 
business and industry to its area. Advertising 
was aimed at management through seven 


publications, both newspapers and magazines. 


Look what happened. . . 


A CASE HISTORY 


We were seventh among seven in total average number of 


inquiries drawn per insertion. But. . 


In total “ good’’ inquiries (rated by the advertiser) we were first! 


In total “best” inquiries we were second! Among ‘‘ good” inquiries 


our Cost-per-inquiry was lowest! Among * best”’ inquiries our 


cost-per-inquiry was second lowest! 


The Chicago Journal of Commerce drew the fewest average 


inquiries per insertion—but the greatest number of first rate prospects at the 


, , , 
minimum cost to the advertiser. 


If you want to reach management directly, forcefully, productively— 


put this daily business newspaper on your schedule. 


THE 


jon 


The source of daily business news in the 


nation’s greatest industrial area. 


He tries to/| 


1937 he has retired all of $78,000,-| John J. Raskob and Donaldson 
000 5% publicly-held bonds of | Brown of du Pont and General 
Allegheny Corporation, and the) Motors, he regrets that he has had 
corporation now has outstanding | so little time to write for pleas- 
only $24,000,000 of 2%% 
with banks. There were no bank|only “writing experience” was in 
loans outstanding before. Thus he| reporting sermons for ‘“‘Vedette” of 
has cut Allegheny’s debt more/|Culver Military Academy and then 
than two-thirds and its interest| of writing checks for crap games 
rate by half. in his one year at University of 
Probably his favorite chore is| Virginia. But somehow he finds 
writing. The son of a small-town | time to compose poetry. When he 
banker of Canadian, Tex., and an/retires from business, at 90, he 
early associate in the financial | hopes to tackle writing “seriously.” 


affairs of such men as the late| (He is 49 now.) But Mrs. Young, 


loans| ure. He says facetiously that his | 
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‘the former Anita O’Keeffe whon 
he married 30 years ago, ma) 
| have something to say about that 
|\She is the sister of Georgi: 
O’Keeffe, the painter. Their onl) 
child, a daughter, was killed i 


an accident several years ago. 
Chessie Too Good 


Truth in advertising to Robert 
R. Young is a very specific and 
literal matter. For many years : 
popular slogan was “Sleep Lik: 
a Kitten on the C&O.” The sleep 
‘ing Chessie had endeared hersel{ 
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some time ago, will be serving | Crosley Appoints Pugh 


millions. But C&O’s coal-haul- 
i route is mountainous and 
inding. When Mr. Young first 
ried it and found that, definitely, 
e did not sleep, like a kitten or 
otherwise, he killed the slogan. 

But he couldn’t kill the nine- 
l:ved Chessie. She is still appear- 
ing, on calendars, book matches 
and elsewhere. In fact, her name 


will grace a new _ streamliner | 


which C&O expects to get from 
Edward G. Budd Mfg. Company 
next July. Peake, Chessie’s tom- 
cat playmate who went to war 


C&O too. 

Next May 5 Robert R. Young 
will observe the 10th anniversary 
of his acquisition of control of 
Allegheny Corporation from 
George Ball, the jam jar king, 
who had bought it at auction after 
the super Van Sweringen debacle. 
He hinted that he may make some 
major announcements about to- 
morrow’s railroads at that time. 

(A second article on Mr. Young 
will appear in ADVERTISING AGE 
Jan. 20.) 


Philip W. Pugh, promotion man- 
ager of the central region, has been 
appointed manager of range sales 

‘of the Crosley division, Aviation 
Corporation. He will make his 
/headquarters in Cincinnati. 


| Lewis Heads Perfex 


Perfex Corporation, Milwaukee, 
|temperature controls manufac- 
turer, has elected C. E. Lewis pres- 
|ident, succeeding Julius K. Luthe, 
who was named chairman of the 
board. 


Gray Controls ‘Herald’ (+ 


James H. Gray, formerly on the | 
editorial’ staff of the Hartford | 
Courant as editorial and feature 
writer, has obtained controlling 
interest in the Herald Publishing 
Company, publisher of the Herald, 
Albany, Ga., and operator of Sta- | 
tion WALB, Albany. 


‘Texas Week’ Moves 


Texas Week, statewide weekly | 
news magazine, has moved its edi- 
torial and publication offices from 
Austin to 901% Elm St., Dallas. 


OU pick up the plug of a lamp, radio, heater or vacuum cleaner and 
slip it in the socket. 


Instantly you get exactly what you pay for — complete — undiluted — 


100% as wanted. 


If you re after the homemaker, the same thing happens when your advertisement 
goes into Better Homes & Gardens. Here’s why! 


By its very nature. BH&G screens out all readers except those 
actively interested in better homes —and better living in them. 


No fiction. No foibles. No dilution or spread-eagling of interest. Lunch-counter 


eaters and furnished-room dwellers have little reason to buy BH&G. 
But 3,000,000* homemaking families do. 

People making the most of a well-above-average level of family income — people 
enjoying the broader lives and up-to-the-minute activities of the growing suburban 
areas—find plenty to 


guide them in spending their 
money smartly. 


fresh facts on 
SERVICE THAT SELLS 


Such folks spend for a lot of things. Foods. Furnish- 


ings. Cars. (And the gas, oil and tires they need.) 


Wallpaper. Rugs. Drugs. Toiletries. Anything and 


Who knows — maybe these facts 
can show you the way to a more 
efficient, more up-to-date media 
list. If your product sells in the home 
market — and which one doesn't? 
—the BH&G representative has a 
lot of pertinent data to show. 


everything a live-wire modern family needs. 


Service — and nothing but service — attracts BH&G 


readers. If it serves them, it can serve you. 


And we mean right now — in 1947. 


better tlomes 


and Gardens 


_ Antttiass Lita Serie Ma _—, 


mah 


‘THERES NO“PLACE 
LIKE TOME 


"1947 Circulation Over 3,000,000 


THE 


THE 


| AMERICAN 
WEEKLY 


Circulation to 


0804.88! 


P.S. These are the official 
ABC figures for the 20 
distributing units, 6 months 
ended March 31,1946, 


ee ee 


Rs 


LR aR et 
PPAR aes 


...and at the lowest 

cost per color page per 

thousand of any leading 
weekly magazine 


“Can you blame us for being 
proud of facts like the fol- 
lowing...” 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 4083 com- 
munities of 1000 population 
or more.These places include 
the 760 key cities where 50% 
of all retail business is done. 


@ More than 16,400,000 fami- 
lies live in these communi- 
ties—over 7,800,000 read 
The American Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 


@ This includes men and wom- 
en in every walk of life, in 
every income group, inevery 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising ... 
the enthusiastic support of local 
merchants. 


and for winning 


MERICAN 


\VEEKLY 


“The Nation’s Reading Habit” 


MAIN OFFICE: 
959 Eighth Avenue, New York 19, N. Y. 
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‘American Home’ Moves 


American Home, New York, has 
switched its advertising and pro- 
motion account from John A. 
Cairns & Co. to Batten, Barton, 
Durstine & Osborn, New York. 


STEP INTO COMFORT IN 


ST. LOUIS 


Noma Switches Agencies; 
Plans Biggest Drive 


Noma Electric Corporation has 
switched its home appliance ac- 
count from Peck Advertising 
Agency to Albert Frank-Guenther 
Law, New York. The agency will 
handle the Estate Heatrola divi- 
sion, the K-D Lamp division and 
the Refrigeration Corporation of 
America. 

Plans are now developing for a 
record campaign which will in- 
clude business papers, to start in 
January, national magazines, to 
start early in April, and news- 
papers and radio. 


Gillette Joins Andrews 


Halbert S. Gillette, recently re- 
leased from the Navy, has joined 
the production department of 
Arnold Andrews, Inc., Milwaukee 
agency, working on the Koehring 


and Le Tourneau accounts. 


TELLS s00W| 
e 


COMING SOON 


Heinz Releases 
Employe Booklet 


PITTSBURGH—H. J. Heinz Com- 
pany has prepared a 36-page book- 
let, “Heinz—A Good Place to 
Work,” to tell employes — pri- 
marily new ones—about the com- 
pany, its products and the success 
of its operations. 

The booklet, heavily illustrated 
with photographs, stresses the im- 
portance of advertising and sales 
department operations. It contains 
a statement on sales operations 
that points out Heinz’ direct deal- 
ing with retailers, and emphasizes 
that only by such direct contact 
can the company best apply its 
rule of securing permanent cus- 
tomer satisfaction and confidence. 


Tells Ad Unit’s Role 


“Making the finest foods pos- 
sible would be of no avail if there 
were no demand for them,” the 
section on advertising asserts. “The 
advertising division, sales division 


and merchandising specialists 


stimulate and maintain that de- 
| mand. 

“Heinz advertising has appeared 
consistently in magazines of all 
| types for more than 50 years. We 
are recognized as an outstanding 
newspaper advertiser. In thou- 
sands of locations near grocery 
stores and markets, billboards and 
posters feature Heinz products as 
a constant reminder to shoppers.” 

The section explains that the 
advertising division ‘‘controls the 
creation, preparation and distribu- 
tion of all Heinz advertising and 
in addition, coordinates advertis- 
ing campaigns with the activities 
of the sales division.” 


Shallow Joins Schenley 


Vincent Shallow, formerly as- 
sistant advertising manager for 
Austin, Nichols & Co. and William 
Jameson & Co., has joined Schen- 
ley Distillers Corporation, New 
York, as assistant advertising 
manager of the Joseph S. Finch 
division. He will share responsi- 
bility for advertising on Golden 
Wedding whisky and _ straight 
whisky brands. 


1ewpoint 


The esprit de corps which binds them together makes the more than 
half-million Chicagoland veterans and their families a powerful block 


of influence. 


These are the young aggressive active Americans whose plans all 
project far into the future. It is this attitude which makes them regular 
readers of the dominant evening newspaper in Chicago, the 


Herald-American. 
This newspaper is proud of its ability to reflect the veteran's 


viewpoint. It has championed his causes through all the years since 
World War I in the Soldier's Friend Department. This department 


has extended services to more than three and one-half million in the 


past twenty-eight years. 


It has sponsored a Veteran's Housing Show in the Chicago Public Library where 
some 48,000 veterans were registered, given advice and help on types, designs and 
materials available for small home construction. 


From August 16 to October 15, this newspaper gave terminal leave pay information, 
notary service, forms, and expert advice to 100,000 veterans. 


As soon as troop ship movements were public information, the Soldier's Friend 
compiled, maintained and published a list of dates and ports of arrival for the 
benefit of anxious families. 


Monies earned through various Herald-American benefits went to buy three specially- 


equipped 


buses for the paraplegic patients in vet hospitals and smiling, friendly 


Herald-American staff writers distributed crisp new five dollar bills to patients 
in vet hospitals at Christmas, to a total of $25,000.00. 


A typical month brings a total of more than 2,900 telephone and personal contact 
queries handled on as many as forty-four veteran problems and the typical total 


of sixty-five to seventy-five letters daily keep the 


action in behalf of Chicag go veterans wherever they are. 


Soldier's Friend constantly in 


This is the kind of service which has built and maintained a 
million Sunday and more than 500,000 daily readers of the Herald- 


American giving its advertisers the extra advantage of a well-organized 


market of today and tomorrow. 


EVENING AND SUNDAY 
Nationally Represented by HEARST ADVERTISING SERVICE 


i. 
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WANTED 


CAPTURE and RETURN 


DESPERATE! The milk hortle — i 
Aik deale 


desperate everywhere rs and pre ar 
hard-press ep em in which to deliv ae Olan er 
Hartford's daily supply of mith. 


if people would clean 
sheds, and 


Yer there may be enough borrles 
out their cellars, shelves, closets, hallways, 
other places where bottles are hiding. 


PLEASE RETURN 
MILK BOTTLES NOW 


Please return alf milk bottles right away, so delivery won't 
be interrupted this winter. Sce that the empty bottles get 
back to your dealer. It will be to your own advantage 
in better service. 


If you have milk delivered, put all your copty bottles out 
so the man can pick them up tomorrow morning. If you 
buy milk at the store, return your bottles and get your 
deposit. 

Wherever you buy, please get all your empty hotles back 
through the channels that brought you the milk, and do 
it now, while you think of it. 


yone from the Tithe 
right away. 


Returning milk hotles will help ev 
hahies on up. Please return the rab 


MILK DEALER'S ASSOCIATION 
OF GREATER HARTFORD 


WANTED—The Milk Dealer's Associa- 

tion of Greater Hartford is using copy 

like this in local dailies in an effort to 
eliminate the milk bottle shortage. 


Dulcets Boosted 
Via Direct Mail, 
Business Papers 


Cuicaco—Beginning this mont! 
and continuing through February 
Abbott Laboratories will carry on 
its most extensive campaign for 
Dulcets, medicated sugar tablet 
which contain sulfa drugs and are 
believed to be one of the mos! 
potent children’s medicines avail- 
able. 

For Dulcets, Abbott is placing 
four-color copy in five medical 
journals and nine drug _ publica- 
tions during January, and cop) 
in 11 medical journals during Feb- 
ruary, as well as in Drug Topics 
|At the same time, Abbott is re- 
|leasing a sweeping direct mail 
/campaign through various mailing 
| pieces, including its house organ. 
which is mailed to 137,500 physi- 
cians throughout the United States 
| Other lists will make the com- 
|pany’s total mailings during tl: 
|two-month period reach almost 
700,000. 

During the promotional period 
salesmen will make extensive 0 
the-scene surveys of physicians 
| buying habits regarding medicines. 
and will also carry complete 
sample outfits of Dulcets. 

Advertising for Dulcets as we!! 
as other Abbott products 
handled by the company’s own 
advertising department. 


Names Freystadt Agency 


Richardson - Allen Corporati 
New York, manufacturer of elec- 
tronic industrial devices, has : 
pointed E. M. Freystadt Associates, 
New York, to handle forthcom:ng 
business paper and direct mii! 
campaigns. 


— 
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MARRIAGE 
LICENSE 


“Be sure to listen to ‘Bride and (@’ 
today on WFDF Flint.” 
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Non-banned ‘Uke,’ 


Harmonica Star in 
Petrillotied Video 


New YorK—In James Caesar 
-etrillo’s book, ukelele and har- 
monica players aren’t musicians; 
hey are the only two classes of 
nstrumentalists not included in 
is union’s (American Federation 
of Musicians) ban on television. 

This resulted in the American 
Broadcasting Company’s introduc- 
tion Jan. 2 of a new television 
series, a sort of musical-western 
serial called ‘““Melody Bar Ranch,” 
on DuMont station WABD, New 
York, featuring cowboy ukelele 
and harmonica players and songs 
with accompaniment by the same. 
The series is set to run weekly 
(Thursdays, 8-8:30 p.m.) for four 
weeks, with an option to renew for 
13 more. And a sponsor would be 
welcome, thank you. 

In the opening telecast, one of 
the characters did a jig while ap- 
parently playing a violin. And 


> viewers heard a fiddle playing. But 
' the violin they saw on the video 
_ screen was stringless and the fiddle 


they heard came from a dubbed- 


in recording. 


Even more incongruous was the 
appearance in the production of 
several vocalists, including Elsa 
Miranda, radio songstress who 


‘made “Chiquita Banana” famous, 


who went through the motions of 
singing but emitted not a note. 


What televiewers heard were com- 
| mercial recordings by those vocal- 


ists, with full orchestral back- 
grounds. 

Several times the actors actually 
sang, but only with ukelele and/or 
harmonica backing. It was the 
best that could be done in the 
Petrillofied state of video affairs. 


Advances Evans 


Gail Evans has been appointed 
manager of the public relations 
division of Remington Arms Com- 
pany, Bridgeport, Conn., succeed- 
ing J. M. K. Abbott, who has re- 
signed. _ Mr. Evans will continue 
as Remington’s advertising man- 
ager, 


Appoints Hartwig 
George F. Hartwig, 
with H. L. Shaw & Sons, Ports- 
mouth, N. H., has been appointed 
general sales manager of Allied 
Home Products Corporation, Be- 
loit, Wis., maker of detergents and 
household chemical specialties. 


Associated Products 
Affiliate Organized 


Lewis J. Ruskin, president of 
Associated Products, Chicago, par- 
ent company of subsidiaries manu- 
facturing cosmetics, has formed 
International Brands, Inc., to take 
over Associated’s sales and other 
activities for a number of sub- 
sidiary divisions. 

The new company will repre- 
sent Five Day Laboratories, Inc., 
for 5 Day Deodorant pads and 
cream; Tattoo Ltd., for Tattoo 
Nail-namel, lipstick, rouge, etc.; 
Lynette Perfumes, for Spellbound 
and Blue Sapphire perfumes, and 
Scientific Laboratories, for 


lst, 2nd Postwar 


Much More Similar 


CuIcaco—Business developments 
since September bring the present 
postwar inflation-deflation pattern 
closer to that of the first postwar 
period in 1919-20, the Federal Re- 
serve Bank of Chicago declares in 
the January issue of its monthly 
“Business Conditions.” 

In an article titled “Two Post- 
war Booms Compared” last Sep- 
tember (AA, Sept. 9), the pub- 


maintained; 


somewhat 


forecast for 


its basis 
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|low income consumers are living| Cglco Adds Sales Unit 
beyond their means”; (2) capital 


. expansion plans are being can- - : 

Boom Periods Held | ceied or reduced; (3) the problem | !¢ American Cyanamid Company: 
of multiple ordering has not yet|new sales unit, the rubber chem- 
been faced; (4) exports may still|icals department, to handle the 
rise to a scale that cannot be|sale of rubber chemicals to the 
second - round | rubber industry. The rubber chem- 
wage demands—not a factor after|icals department of the parent 
the first war—will have an in-|company, headed by Bancroft W. 
flationary effect if granted. 

“The general argument against 
the ‘boom-and-bust’ 
1947-48,” the article asserts, ‘‘ap- 
pears to be changing 
from substantive departure from 
the 1919-20 boom pattern to the 
of 


The Calco chemical division of 


Henderson, has been merged with 
the new Calco unit, with Mr. 


Henderson in charge. 


formerly | 


OVERALL 


COVERAGE 


for 


SELLING 
OFFICE SUPPLIES 


a 


The 
Modern Publications 


@ MODERN STATIONER 


} Covering dealers in stationery 
and office supplies who buy 
direct from manufacturers. 


Write for “Bull's Eye” folder. 
@ MODERN RETAILING 


Covering dealers in stationery 
and variety goods who buy from 
wholesalers. 


Write for “Your Unknown 
Market” 
@ EFECTORS 
DE ESCRITORIO 
Covering all Latin American 


buyers of office supplies and 
equipment. 


Write for “Your Export 
Market” 


* 
MODERN PUBLICATIONS 
250 Fifth Ave., New York 


Quickies cleaning pads, Nelore lication emphasized some dissimi- 
salve for psoriasis, DeWans’ de-|larities between the old and new 
pilatory and Martan’s shampoo.|postwar periods. Now, it says, 
Associated will continue as parent some differences have disappeared 
company of Evyan, Mme. Hunting-| after delayed development of in- 
ford and Chen Yu divisions. ventory accumulation, decline in 
real wages and “revulsion against 
controls.” 
Commenting on 


Advances Saukerson 


Noramn Saukerson, on the na- “danger sig- 


waukee Journal, has been named |that: (1) Higher sales of Series | 
assistant to Art Hall, national ad- |E war bonds and a rise in com- 
vertising manager. 


| 
| 


greater delay in its retracing.” 


Omaha Block Renamed 


The Omaha city council has 
officially named the new building, 
which will 
World-Herald, as ‘World-Herald 
ve ; | Square.” The building, to occupy 
tional advertising staff of the Mil- |Dls,” the sequel article stresses | 4 ‘full block, is being constructed 
between 13th and 14th Sts. and 
between Dodge St. 
mercial loan business show “some | Ave. 


house the Omaha 


and Capitol 


Wa ih! Only the dominant /ocal 
Fe newspapers tap this rich and 
isolated market. 


ao THE SACRAMENTO BEE j, 
home delivered to 9 out of every 
10 families in the ABC city zone 
... and to half the families in the 
19 county Sacramento market. 
——-— THE MODESTO BEE jg read by 8 
out of every 10 families in the 
ABC city zone . . . and by nearly 
half the families in the Modesto 
~trading area. 
~ + "CORT ~ 
~ THE FRESNO BEE geaches 
8 out of every 10 families 
in the ABC city zone. 


‘} 
« a 4 
f- 346% 


4 


NEW YORK + LOS ANGELES - DETROIT CHICAGO - 


M¢&CLATCHY 
a 


NATIONAL REPRESENTATIVES ... O'MARA & ORMSBEE, INC. 
SAN FRANCISCO 


... like California without the 


BILLION DOLLAR VALLEY OF THE BEES 


HEY say grass won't grow on a busy street. And you 

ought to see the streets of Sacramento, Modesto, Fresno 
and other shopping centers in California's great Valley 
of the Bees! Annual retail sales for the Valley have 
zoomed to $1,021,394,000 (topping all US. cities except 
the five largest) . . . Effective Buying Income, nearly 
two billion, exceeds Boston’s.* 

Yes, this is a “must” market for advertisers. And it's 
an isolated market. You simply can’t cover it from “out- 
side.” So put the dominant /Jocal newspapers on your 
schedule—The Sacramento Bee, The Modesto Bee and 
The Fresno Bee. These three McClatchy newspapers reach 
far more high spending Valley people than any other 
combination of daily papers—local or West Coast. 


NEWSPAPERS 


THE MODESTO BEE 
THE FRESNO BEE 
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No Slip in ‘PM’ Picture, 
Ad Manager Avers 


To the Editor: ‘That ‘PM Mind’ 
ad of Popular Mechanics .. . is 
a pip,” chortles sharp-eyed Lyle 
R. Cazel in your Dec. 30 letters 
column. “Mr. Froehlich is 
checking some figures on Capper’s | 
Farmer circulation while doing 
some talking along the PM line. | 
Somebody slipped up somewhere.” 

Nobody slipped, Mr. Cazel. It’s 
just that Mr. Froehlich, as a suc- 
cessful advertising executive, is | 
necessarily concerned with all 
sorts of media. And our photog- 
raphers don’t use props. 

May we point out, too, that Mr. | 
Froehlich’s statement contains not | 
a word about Popular Mechanics. 
He simply gives his views on an 
important phase of modern space 
buying which applies directly to | 


This department is a reader’s forum. Letters are welcome. 


Beg tse" 
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rally to it. 

I’m rallying with a will, and 
despite the wonderful $500 I want 
od to call my very own, here’s how 
I am doing it just for the sake of 
getting it off my chest in as many 
words as it takes me to do it. 

Perhaps because you read “The 
Hucksters” a year ago, you feel 
that the sound and the fury have 
died and we of the advertising 
business have pulled through an- 
other scandal in fairly good shape. 


our magazine. 
‘CLOVER L. PERKINS, 
Advertising Manager, Popular 
Mechanics Magazine, Chicago. 


‘Hold Onto Your Ads’— 
The Movie’s Coming 


| Empire with an appendix covering 
|the philosophy of the Four Free- 
| doms. 

| - I am sure the FAAG is an hon- 
est bunch, especially when I look 


—— prota eg Segapegs Bcc Well, get that notion out of your 
T ee : : pi ad te wank up | pretty head, Bobby Shaftoe, be- 

o the Editor: I notice in the) . cause this is only the deadly, 
Dec. 9 issue of Apvertisinc Acer | through the ranks of the business | throbbing calm before the storm. 
that the First Advertising Agency When they ask for a defense of The book has cooled a little— 
Group is running a contest. They | advertising, my religion, in less yes. So let’s not worry too much 
vill pay $500 in cash for the best | than 200 words. about it. But the Frankenstein it 
refutation of “The Hucksters.” | Mr. Wakeman, in perhaps 75,000) is creating will come upon us 

in less than 200 words they | words, sat down and methodically |more monstrous than its parent, 


‘want the entrant to “present a/made us all look like a bunch of|through the magic of the silver 


constructive picture of the adver- 'Grade A, homogenized bums, and |screen. Soon, millions upon mil- 


tising agency and its relations to | now they want one of us, named lions of peasants, boobs, frumps 
the American economy.” Easier I| David, to rise and lay him low|and morons will be in the adver- 
could do it on the head of a pin.| with a mittful of feathers. | tising business with us—after they 

In less than 200 words I should; I hope they find their man for ‘have seen “The Hucksters.” 
sum up the Emancipation Procla-| that $500. Doubtless, many will; Only about a million people got 
mation, the Gettysburg Address, | try, and I hope they do. The cause | the book. That’s not too bad. But 
the’ Decline and Fall of the Roman} is worthy—and needs many to|the picture will be seen by every- 


one and believed by everyone. 


DRAMATIC NEW SOUND SLIDEFILM 


“THE ILLUSTRATED VOICE” —// 
NOW AT YOUR FILM PRODUCERS 


Shows HOW, WHERE, WHEN, WHY Illustravox Two-way Training Works for You 


SK your film producer for a showing today! Thou- 
sands of sales managers, personnel directors and 

other executives have already seen “The Illustrated Voice.” 
Whether it’s your job to sell home insulation or tires 
instruct retailers or your own personnel . . . intro- 
duce new products . . . or build employee morale, “The 
Illustrated Voice’ shows you how you can do a better 


job. Shows you how IIlustravox can best be applied to 


your specific needs. . . 
way training is the om best way.. 


variety of other Illustravox uses, 


ILLUSTRAVOX 


THI 


DIVISION OF THE Ma mawv@ XK COMPANY: FT. WAYNE 


FINE RADIO-PHONOGRAPHS 


MAKERS OF 


shows you why 


.and introduces a 


ILLUSTRATED VOICE 


7 


And no matter who plays the part 
of Victor Norman—whether it’s 
Clark Gable, Danny Kaye or Don- 
ald O’Connor— it isn’t going to do 
/us any good, even if it skips all 
the red-hot goodies the book con- 
tained. 

Though it even makes us gods, 
it’s a bad idea. And I will try to 
explain why. What Wakeman has 
done is this: 


| 


Public Relations « 


/ 
- 
/ 


'basis of what a few lushes and 
| misfits have done in this business 
'and, with a movie on the way on 
top of the book, he and Hollywood 


ay 


| the act through the side door of 
the men’s room instead of through 
| the reception room. 

Let me cite a vague parallel. 


About 10 years ago the movies 


P 


He has turned us all in on the} 


went overboard depicting drunke: 
society doctors in pearl grey vests 
who took their patients’ mone, 
simply by duping them with 
patronizing bedside manner. 

Then along came some upstar 
of the Kildare school and save: 
the day, just when the rich lad: 
was about to cash in her chips. 

In these shows there was muc! 
about the Oath of Hippocrates, jus! 
as there will be in “The Huck- 
sters” about Sincerity, Decency, 
Courage, and so forth. 

Nevertheless, the movies put the 
docs in such a hell of a light that 
they still have not got completely 
shut of it. We are still hearing 
about so-and-so going to “some 
society quack who’s keeping her 
sick for as long as he can.” 

But, regardless of the possible 
sophistry of this reasoning, the 
parallel is there. You get to bleat- 
ing about any business which the 
public doesn’t understand—just 
as they don’t understand what 


the doctor does for them—and | 


having that little knowledge of the 
wrong kind, they jump all over the 
profession. \ 


This coming movie is going to! 


be looked upon as gospel by those 
who know nothing about adver- 


tising, although to Wakeman it’s” 


fiction and to us a bunch of lies. 
To the public it 
expose of us and our lousy meth- 
ods and how we're laughing at 
them and stealing their dough 
written by one who knows 
Wakeman! 

With this mass attitude toward 
advertising, added to the present 
lack of understanding they have 


|for us, we can be more severel) 
| restricted, socialized, or put out o/ 
are letting millions of people into | business. 


Yes, Brother Wakeman put a lot 


|of words down. 


But I feel that true greatness in 
writing can only be _ attained 
through fidelity to all the facts—a 


WANTED 


A Market Offering 
STEADY PROFITS 


Make an appointment with your film producer today. | ‘ 
See “The Illustrated Voice” and arrange a showing | of AMERICA 


for your entite executive staff. The Magnavox Co., 
Hlustravox Division, Dept. AA-1, Fort Wayne 4, Ind. 


NOTE TO FILM PRODUCERS AND DISTRIBUTORS: 
Copies of “The Illustrated Voice” are available to you 


Illustravox two- 


Oo per q ABC Circulation over 35,000. 
Your story is SEEN 


and here it is!! 
| [the WOOLEN and WORSTED | 
TEXTILE CAPITAL 


Reach the people who are better able to buy your product. Reach them thr 
their daily newspaper—the Eagle-Tribune. Read in 95 out of every 100 home: 


te EAGLE-TRIBUN 


- LAWRENCE, MASSACHUSETTS 


WARD-GRIFFITH CO. - NATIONAL REPRESENTATIVES 
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We'll Poll No More, 
Says ‘Radio Daily’ 

New York—“Sixty-seven polls | 
and awards cluttered the airlanes 


the past year,” said Radio Daily 
in a Page 1 box. 


| 


“They ranged | 


from legitimate nationwide sur-| 
|veys to certificates of merit from 


sponsors of cat and dog hospitals.” 

Although Radio Daily’s own 
poll “came in the small group dis- 
tinguished as legitimate surveys,” 
the paper, counseled by the net- 
works and press associations, an- 
nounced it will bow out of the 
poll competition from here on. 

“We have decided,” said Jack 
Alicoate, publisher, “to throw in 
the sponge, give up the good fight 
and let awards fall where they 
may.” 


Ben Bar Names Jessell 


Harry J. Jessell has been named 
general sales and advertising man- 
ager of Ben Bar Sales, Milwau- |; 


Boulware to Head 
G-E Manufacturing 
Affiliates’ Unit 


New York — General Electric 
Company has established an af- 
filiated manufacturing companies’ 
department, with L. R. Boulware, 
vice-president and formerly on the 
president’s staff, as general man- 
ager. 

Roy W. Johnson, formerly vice- 
president in charge of sales for 
Telechron, Inc., has been ap- 
pointed marketing manager of the 
new department. Before his serv- 
ice as head of the WPB facilities 
bureau during the war, he filled 
marketing assignments with 
Schick, Inc., and G-E. 

E. J. Harrington, on Mr. Boul- 
ware’s staff since October, 1945, 
has been named manufacturing 
manager of the new department. 
During the war he was a vice- 
president of Curtiss-Wright Cor- 


kee, manufacturer of vertical home| poration, and previously was an 


freezers. 


'executive and industrial engineer 


| tising. 


| with aircraft and automotive com- 
panies. 

G-E’s 
include Carboloy Company, Gen- 
eral Electric X-Ray Corporation, 
Hotpoint, Locke Insulator Cor- 
poration, Monowatt Electric Cor- 


poration, Telechron and Trumbull 
| Electric Mfg. Company. 


New Film Distributor 


Sets $250,000 Ad Budget 


Allied Artists, a newly formed 


/motion picture distributing com- 


pany, has set a $250,000 ad budget 
for its initial publicity.and adver- 
A campaign covering na- 
tional and fan magazines, trade 
publications, newspapers and radio 
will be conducted for the first film 
by the Los Angeles office of Bu- 
chanan & Co. The first film to be 
released will be “It Happened on 
Fifth Avenue,” starring Don De- 
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Fore, Ann Harding, Charles Rug- 
gles, Victor Moore and Gale Storm, 


manufacturing affiliates | which was recently completed at 


ia cost of $1,300,000. 


Holsum Names Ageney 


Holsum Products, Milwaukee, 
division of Jewett & Sherman 
Company, maker of Peanut 


Crunch and Peanut Creme brands 


of peanut butter, mustard, pickles, 


'olives, extracts, preserves, etc., has 


lappointed Klau-Van 


Pietersom- 
Dunlap Associates, Milwaukee, to 
handle its advertising. 


Appoints Catlin 


Stanton L. Catlin, who recently 


|returned from Germany where he 
| served as deputy chief of field 
/operations in the U. S. zone, has 
|been appointed to the newly cre- 


ated post of executive director of 
the American Institute of Graphic 
Arts, New York. 


TELLS YOU! 


COMING SOON 
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very difficult assignment. 
nke! We're still back here where he 
rests was, and most of us are really 
one} earning our keep. But he has gone 
th 1), and I see little use in appeal- 

ing to his charitable nature to 
ystar write a book for the movies that 
saver will help us from the nationwide | 
lad: picklement he’s helped to put us| 
oS. i. 
muc! He’s got the money. But, if the 
;, just urge to write more is too great to 
Juck- — resist, he might sit down and try 
ency, it for art. 

But I hope he, and the rest of 
ut the — the too-many authors in this busi- 
t that ness, will just leave advertising 
letely alone and try writing a good yarn 
sain i an honest book—just for kicks. 
~ clas In the meantime, hold on to 

some Ff your ads, boys. The storm from 
& her § ine West Coast is coming soon, at 
, ' your favorite neighborhood thea- 
yssible F ior, You’re going to be poked in 
g, the oe ribs, nudged and winked at 
bleat- |) }y friends, solicited for hot phone 
ch the | numbers and generally badgered 
i—just |) and bejasused by everyone. 
what} Sure you are, you old Huckster, 
i—and | you... and I hope you’re man or 
of the ) woman enough to hate it. 
ver the fj Frank H. Newton, 
\ Chicago. 
ying to vvyY 
hose _ 
Area : ' Clarifies Survey Story 
an it’s|} To the Editor: This is a late | 
of lies. § but, I think, for the record, a 
ymplete | necessary correction to a news | 
/meth-|jstory in your Dec. 2 issue cap- 
ling at |}tioned “ANPA Bureau Plans to 
ough Expand its County Study.” 
nows The last sentence in that item 
| suggests that the Bureau of Ad-)| 
toward | vertising’s county data informa- | 
present | tion covers only 1,101 counties. | 
y have The fact is, our county data in- | 
everely | formation covers every county in| 
t out of |the U. S., 3,072 of them. The 
1,101 figure refers merely to the | 
uut a lot [number of counties in which a| 
daily newspaper is published. 
tness in IrvIN S. TAUBKIN, 
attained Bureau of Advertising, 
facts—a ANPA, New York. 
= a 
__—_— }A Strange Case of 
Holding the Line 


To the Editor: This is a plea 
from a constant reader for you to 
be more conscientious in checking 
up on publicity reports which you | 
print. 

In your Dec. 16 issue, there ap- 
peared an article of some 40 lines | 
with the heading “Magnavox Holds 
Prices Down, Sees No Increase.” 
It went on to say that although | 
“the Magnavox Company had been | 
granted price adjustments on’ 
radio - phonographs under OPA, 
no inereases have been ordered | 
since decontrol.” “This re- | 
markable showing has been due 
primarily to an increased volume 
of business and to the Magnavox | 
policy of Selling direct to selected | 
retailers.” 

Now this is all very fine — but | 
how would the Magnavox Com- | 
pany or their “selected retailers” 
explain the fact that in one month | 
when I left a deposit on a modern | 
Set the price was $247.50—and ex- 
actly one week later—when I was 
notified that the set had arrived— 
I was told the price had risen to 
$350. P.S. I did not purchase the 
Magnavox! 

Perhaps the Magnavox Com- 
pany would like to issue another 
publicity report of 40 lines in ex- 


hem thr 
10 home: 


Planation! 
ALAN A. HAHN, 
New York. 
very, 
Maguffey Had the Key 
9 the Editor: The last para- 
staph in Maguffey’s First Reader 
s follows: 


Jear Children—You have now 
tached the end of the book. If 
are good children you will go 
e and tell your parents to buy 
a new Second Reader.” 
tow is this for subtle 
Using? Vintage of 1870. 
D. O. COLLINs, 
E. Broyles Company, 


adver- 


ilen 
enver. 


FOR 1947 LIBERTY OFFERS 
THE BOTTOM BASE RATE* AND 
THE TOP VALUE 


IN RECENT WEEKS, most of the leading general 
magazines (those with over 1,000,000 circula- 
tion) have announced their 1947 circulations 
and rates. 

Regardless of what any other publisher may 
say Or print—insinuate or assert— 


Liberty is 1947's best buy! 


The cost per page per thousand of Liberty’s 
eight principal competitors ranges from 10% 
to 65% higher than the low Liberty base rate 
of $2.10 per thousand. 

All signs indicate that the SELLER’S MAR- 
KET of 1942-46 is going... going...GONE. 

In the competitive market of 1947, your 
advertising dollars must work harder...much 
harder...to pay their way. That’s the challenge! 

Liberty Magazine...with the lowest basic 
advertising rate of the big nine...and a bigger, 
better, vastly improved magazine...is ready 
to meet this chailenge! 


Liberty 


MAGAZI NE 
1947" Bes7 Buy 


*Cost per page per thousand 
comparisons are based on latest 
or announced 1947 Black and 
White page rate and circula- 
tion guarantee or rate base. 


TIME. MAGAZINE 
Cost per Page per Thousand... 3.47 


G5%-higher than LIBERTY 


URE MAGAZINE 
Cost per Page per Thousand... 2.93 


40% higher than LIBERTY 


SATURDAY EVENING POST 
Cost per Page per Thousand...2.76 


31% higher than LIBERTY 


LOOK MAGAZINE 
Cost per Page per Thousand... 2.74 
MA 30% higher than LIBERTY 
2 <00, 
COLLIER’S MAGAZINE 
Cost per Page per Thousand...2.59 
23% higher than LIBERTY 


a COSMOPOLITAN MAGAZINE 
9 (Cost per page per Thousand... .2.55 


AMERICAN MAGAZINE 
Cost per page per Thousand... 2.44 
IT ts os ua 


REDBOOK MAGAZINE 
Cost per Page per Thousand ...2.30 
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Bill for Radio 


in 1946 Placed 
at $1,732,000,000 


New York—The annual U. S. 
bill for radio is $1,732,000,000, says 
Radio & Television Retailing, pub- 
lished by Caldwell-Clements, Inc., 
in a copyrighted “25 Years of 
Radio Statistics” compilation in its 
January issue. 

This annual bill, the publica- 
tion says, includes: 

Sales of time by broadcasters 
in 1946, $325,000,000; talent costs, 
$55,000,000; electricity, batteries, 
etc., to operate 60,000,000 receivers, 
$200,000,000; 14,000,000 new home 


receivers, at retail value, $700,- 


000,000; 65,000,000 replacement 
tubes, $82,000,000; radio parts, 
supplies, etc., $80,000,000; 300,- 


000,000 phonograph records, $230,- 
000,000, and radio set repairs and 
servicing, $60,000,000. 

The publication estimates there 
were, as of Jan. 1, 35,000,000 U. S. 
homes with radios; 15,000,000 
secondary sets in these homes; 
4,000,000 sets in business places, 
institutions, etc., and 6,000,000 
auto radios, giving the nation 60,- 
000,000 receivers, compared with 
a total of 65,000,000 in the re- 
mainder of the world. 

Radio manufacturers (1,100), 
with a total investment of $60,- 
000,000, had an estimated 1946 


NEW YORK CHICAGO 


the St.Paul Dispatch 
and Pioneer Press are 
the Only Daily Papers 
Read by 9OX of the 
431,000 
the St.Paul A.B.C. 
city zone. 


City Zone read any other daily newspaper. 


RIDDER-JOHNS, INC.—Nefiona! Representotives 


| 342 Madison Ave. Wrigley Bldg. Penobscot Bidg. Dispatch 


_ 


ople in 


DETROIT ST. PA 


UL 
Bidg. 


gross revenue of $350,000,000. 

Radio distributors and dealers, 
with a total investment of $300,- 
000,000, had a year’s gross revenue 
of $700,000,000. 


New Production Peaks 


Broadcasting stations (1,100), 
including talent costs, on a total 
investment of $100,000,000, had a 
gross revenue of $380,000,000. 

Civilian sets manufactured (14,- 
000,000), tubes manufactured for 
civilian use (170,000,000), total 
reception equipment value ($825,- 
000,000), homes with radio sets 
(35,000,000) and total number of 
sets in use (60,000,000) exceeded 
all previous years in the quarter- 
century. 

Only slump was in auto radios 
—150,000 manufactured, at a re- 
tail value of $9,000,000 (com- 


Detroit, Michigan, 
And the Appointment of 


American Exporter 
Cinnounces 


the Opening on January 2, 1947 
of an Office in 


1351 Book Building 


E. E. PARRISH 


As Regional Manager for 
Michigan, Indiana and Kentucky 


AMERICAN EXPORTER and AMERICAN EXPORTER-INDUSTRIAL 


Johnston Export Publishing Company 
386 Fourth Avenue - 


New York City 


pared with 2,000,000 costing $70,- 
| 000,000 in the peak year of 1941) 
and 6,000,000 auto sets in use, 
compared with 9,000,000 in 1942. 

Statistics on the radio industry 
have been compiled annually by 
Dr. O. H. Caldwell, editorial di- 


rector of Radio & Television Re- 
tailing, since 1921. 
The electrical appliances section 
of Radio & Television Retailing 
tabulated “preliminary estimates” 
of unit and retail - dollar - value 
production for 1946 in the appli- 
ances field. 

No comparative figures for pre- 
vious years are given and no pre- 


Household refrigerators 
Electric ranges 


Domestic ironing machines...... 
Household sewing machines..... 
Household vacuum cleaners..... 
Coffee makers, pots, urns........ 
Toasters 
Heating pads and blankets...... 
Electric irons 
Fans 


ecoececereereeeeeeoeeeeeeeee 


Household food freezers......... 


cae ee 6 bb O60 HE eee Ce se & eS 


Domestic washing machines.............. 
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dictions are made, save the rathe: 
safe one that “1947 production wil 
top every one of the 1946 figure 
printed here!’”’ Exports have bee: 
subtracted from the estimates, th: 
publication points out, so that th« 
totals show only factory produc 
tion that has been sold within th: 
U. &. 
The figures include: 


Units Retail Valu: 
reais es 1,820,000 $361,700,00 
aes 399,000 75,892.00: 

530,000 94,187,000 

2,124,000 328,111,000 

ere ee ee 185,000 18,565,000 
by RECN ee 340,000 31,680,000 
ere 2,449,000 148,060,000 
ry erases 1,149,000 8,351,000 
iam a 2,475,000 22,894,000 
pe valine 3,003,000 11,482,000 
ee yr 4,138,000 39,189,000 
eae 2,315,000 52,812,000 

~ gees ac OMe 2,270,000 39,441,000 


Now Veritone Company 


Cc. M. & H. Offset Printing Com- 
par y, 63 W. Grand Ave., Chicago, 
|has changed its name to Veritone ' same. 


Company. The name Veritone has 
been used by the company for 
many years as a trademark. Own- 
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hand-set 


22 EAST 


SUPERIOR 1 


becauS€ MONSEN-CHICAGO has 


ILLINOIS 


why does MONSEN machine-set 


C 


look? 


the most complete selection of LoGos available... and 
| operators with the know-how to use them. You'll never 
get monotonous mechanically-spaced work... always 


an even flow of color in every line... every time! 


5 Monsen: Chicago 


STREET 
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Eureka Williams 
Cleaner to Make 


$100,000 Ad Bow 


Cuicaco—Eureka Williams Cor- 
poration will break a $100,000 an- 
nouncement campaign for its re- 
styled and improved home clean- 
ing system in April magazines, 
sparked by four-color spreads in 
Collier’s and The Saturday Eve- 
ning Post. 

Plans for the ad drive, with the 
company’s Eureka division prom- 
ising a bare-hands fight for an 
ever increasing share of the na- 
tional market, were detailed here 
last week at a two-day meeting 
for more than 200 distributors and 
foreign representatives. In addi- 
tion, the division will continue its 
market-by-market introduction of 
the Eureka cordless electric ‘iron. 

The opening consumer ad for 
the 1947 cleaning system, head- 
lined “Yours for Leisure!” also 
will run, in smaller space, in The 
American Weekly, Good House- 
keeping, Life, McCall’s Magazine 
and Sunset Magazine. The Amer- 
ican Weekly, Life and Sunset 
Magazine are additions to the list 
this year and Eureka confidently 
expects 1947 to see its greatest 


jadvertising effort in history. 


‘From Cellar to Attic’ 


The new campaign will con- 
tinue hard-selling copy adopted 
last year for the magazine ads, 
distributors were told by H. M. 
Hempstead, vice-president of 
Geyer, Newell & Ganger, which 
handles the account. Housewives 
will be told that the Eureka sys- 
tem, retailing at $139.50, “does all 
your work from cellar to attic.” 

The new cleaning system in- 
cludes a lighter-in-weight upright 
vacuum and a more compact tank- 
type unit, a group of attachable 
tools, a power-driven floor waxer 


nd polisher, and a rug shampoo. 
ttachments go in a new tool kit. 
he system, which can tackle more 
than 100 household jobs, even 
sprays paint. Individual items are 
ot sold separately, except for 
eplacements. 

H. W. Burritt, Eureka Williams 
resident, said a $1,000,000 ex- 
ansion program is nearing com- 
letion at the company’s main 
plant in Bloomington, Ill. Detroit 


...and complete, factual coverage 
of finance, business, agriculture, 
industry and allied fields is offered 
in a single, comprehensive “Man’s 
Section,” the most popular business 
reference in Texas. 


The Dallas Times Herald has the great- 
est circulation of any newspaper in the 
prosperous twenty-county Dallas ABC 
Market. 


THE DALLAS 
TIMES HERALD 


Dallas’ Greatest Newspaper 
Represented by 


THE BRANHAM COMPANY 


facilities are being abandoned. 
Merger of Eureka and Williams 
Oil-O-Matic a year ago brought 
greater financial strength, he said, 
and he was “never more enthusi- 
astic than I am now for 1947 and 
the years ahead.” Engineering 
facilities and research have been 
expanded. The Eureka division 
has continued to improve its posi- 
tion in the industry with a strong 
distribution and dealer organiza- 
tion and intends “to carry on to 
undisputed dominance in the 
field.” 

The entire market for the in- 
dustry this year, it was estimated, 
is 2,500,000 cleaners, with a re- 
tail value of $187,500,000. Despite 
the high sales prospects for the 
year, said George T. Stevens, ex- 
ecutive vice-president and man- 


igs 


ager of the Eureka division, the 
industry must take off its gloves 
and work hard to accomplish this 
sales potential. 

In addition to its product copy, 
Eureka will continue an. institu- 
tional ad series in Time and will 
enlarge its business paper cam- 
paign during 1947, he announced. 

A new sales training film, pro- 
duced for the company by Florez, 
Inc., was shown to distributors 
and plans were announced for a 
series of dealer meetings to be 
held from coast to coast, starting 
in February. 

Eureka’s cordless iron, retailing 
at $17.95, was termed a “terrific 
success” wherever introduced in 
individual markets through re- 
tailer advertising and store dem- 
onstrations. Because of limited 


production, additional markets 
will get the iron only when con- 
tinued supplies can be assured, 
officials said. 

National Stamping and Electric 
Works, acquired as a Eureka affil- 
iate last year, will continue to 
operate separately, with its own 
distribution and sales setup, in 
marketing the White Cross line 
of home and commercial electrical 
appliances. 


Join ‘Sports Afield’ 
Gerald H. Keller, formerly ad- 
vertising manager of W. T. Grant 


43 


Store, Kalamazoo, Mich., has been 
appointed promotion manager of 
Sports Afield, with offices in New 
York. Arnold Salo, previously 
with Cities Service Oil Company, 
has been added to the promotion 
department as a staff artist. 
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MISCO SMANnEN 
nde 


ST. JOSEPH NEWS-PRESS 
St.Joseph Onzette 


TELLS YOU! 


a COMING SOON! 


The only ABC station that can be 
consistently heard in the Quad- 


City Metropolitan Area. 


outside of Chicago. 


WHBF's primary area reaches 


$4,000. 


WHBF serves a prosperous farm- 
ing area... 52 rich counties in 
the very heart of the Corn Belt. 
Covering the largest metropoli- 
tan market in Illinois and lowa, 


The average family income in the 
Quad-Cities last year was over 


WHBEF is the first station in the 
Quad-City area to apply for and 


401,610 radio homes — $561 mil- 


lion annually in retail sales. 


Exclusive Representatives — 


Les Johnson, V.P. and Gen. Moar. 


AVERY-KNODEL, INC. — 


receive an F.M. grant. 


Affiliate of Rock Island Argus 


New York, 


Chicago, Los Angeles, San 


eg 


| a 
— 
| 
S N | 
BURBA 
| oR SU a 
ee em TN ERNE) REG - = 
(te oS Le @ fe | 
— AL | BC. <0 CCl yy 
_ ———_i = =—=—h<sC SF A< 2 = i 
cL (* <7 | sii 
| [| «220 « — 
< | 2 @ a i Pres 
| sta . 
o | a 
~ | © a. 
i | a 
a | me - 
i | _ 
~~ | a = 
‘i IS THE RECOGNIZED oe a “ ; 
ae ce 
=a BUSINESS CENTER ee < 
# Vall ae 
itt it a —/ 
| w a =a 
ae Se ; 
watts a a 
a QSE TOG 5000 1 Time ea“ 
Df 200,000 @ eM 
Market)\ Cc wHBF- ~~ 
[ me 4270 K WHBF and 
L] 
= -, EAST = : fF 
oa ¢ MOLINE A A SCARE RENEE I 8 cme PO SSL 5 ERROR RIN 
P\ 7, Rock MOLINE =) es 
A ISLAND ~ 7 = 
eS | 
+. | UGHS | 
SS Froncisco ' 


aoe ute ee 


sniping hie es 


he Most IMPORTANT Million 
in a Most IMPORTANT Market 


_ Selling Significance of 
SELECTED Mass Cireulation — 


-SYacts tor SALES-Minded Mén 


Chicago is a BIG city—hence a BIG market. This 
BIG city’s favorite HOME newspaper is the Chicago 
Daily News. It has more than a MILLION readers. 
That’s a BIG audience. 


But the size of the Daily News circulation is not its 


only merit. There is another and greater one. The 
MASS circulation of the Daily News is SELECTED cir- 
culation. The full meaning of the word SELECTED is 
quickly apparent when you read the figures in‘ the 
INCOME PANEL at the left of this text. 


Chicago Daily News 
Families Are Divided 
Into the Following 
Income Groups: 


Even a five-minute study of these figures will im- 


Over $7.499......10.8% 
$5.000 to $7,499. .13.9% 
$3.000 to $4,999. .39.6%, 
$2.000 to $2.999. .23.3% 
Below $2.000....12.4% 


press—and convince —any sales-minded man. They 


speak volumes—sales volumes. They outline a rich 
CONCENTRATION of buying power. They identify 


people who can buy not alone in quantity, but who 


These figures were obtained by an can enjoy a great variety of purchase. 


independent survey, conducted ex- 
Sales-minded men will talk to Chicago’s most IM- 


PORTANT million first, through the SELECTED mass 


circulation of the Daily News. 


clusively among regular Daily News 
readers, representing a valid cross- 


section, house-to-house sampling. 
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CHICAGO DAILY NEWS 


For 71 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
LOS ANGELES OFFICE: 606 South Hill Street DETROIT OFFICE: 407 Free Press Building 
NEW YORK OFFICE: 9 Rockefeller Plaza SAN FRANCISCO OFFICE: Hobart Building 
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he Creative Ulan Corner 


The amazing thing about a great many 
ordinary advertisements is that with only 

touch of imagination they could be 
made—if not exciting—at least interrupt- 
ing to the casual passerby. 

It is this touch—the peacock in the 


Proud as a 


“Proud aa a peacock!’ That's how prenad pow 


upholstered furnature cushioned with Hew 


Neat time you're in your favernte departmer 
store, wk about Reatioay, The «xtra comfor 


Wt provides will nuske 


headline—that makes the Hewitt Rest- 
oam page above (from The Saturday 
vening Post of Jan. 4) not only more 
resting but also much more easy to 
emember than the otherwise similar ad- 
ertisements for the similar products of 


(ou Ought to Know . 


To a man who buys something like a 
iillion dollars of magazine and business 
aper space annually, there are some in- 
eresting advantages to an office far from 
1e center of town—so far that it presents 
mething of a prob- 
em for the representa- 
ives who might other- 
jise be dropping in 
ith considerable 
bandon. 
Les Moyer, who 
andles magazine ad- 
ertising for the lamp 
lepartment of General 
lectric Company, and 
those offices are in 
‘ela Park, G-E’s light- 
headquarters some 
miles from downtown Cleveland, is 
t insensible to the extra peace he gains 
result of his remoteness. But he 
ably likes the campus atmosphere of 
ela Park, placed as it is in pleasant 
ling, wooded country, even more be- 
ise he doesn’t have to look very hard 
ut his office window to see the kind of 
ral landscape that he’d like to put on 
as. 
is an adman; but he might have 
a painter. When he was handed a 
skin at the University of Iowa in 
it was for a B.A. with majors in 
mics and art—an unusual combina- 
rather typical of an unusual man. 
rt has become definitely subordinate 
g the years since he left school, but 
dmits, under questioning, that 10 
ars ago he was able to get a couple of 
1ung in the May show of the Cleve- 
Art Museurn. He also insists on fill- 
jut the story: that he tried again a 


@ 


Les Moyer 


7a 


t 


ae & 


ie of your thew 
Reet freer UPHOLSTERED PuUBMHTURE BECAUSE IT 6 


proud wee chem it 


Goodyear and Firestone. 

We have, of course, no notion where 
Hewitt plans to go from here. But it is 
easy to imagine Happy as a Lark, Pleased 
as Punch, Soft as a Kitten ... and there 
must be dozens of others. 


YOU'LL WANT RESTFOAM IN FOUR 


With just such little devices are lasting 
impressions made. 

In the case in point we think a stronger, 
less complicated signature would be an 
improvement. But no one can have every- 
thing. 


« « Les Moyer 


year or so ago and didn’t make the grade. 
But it’s still fun laying a brush on canvas, 
and last year he “had a whirl,” as he puts 
it, at the Great Smokies. 

Most admen have been around, in a 
business way. One of the minor things 
that makes Les Moyer a little different 
from the rest is that General Electric 
Company has been his only employer, and 
Nela Park has been his only business 
home. 

He must have been pretty good at the 
economics as well as the art end of his 
studies, because he was one of G-E’s 
“college draft” in 1923, joining the ad- 
vertising division, which at Nela em- 
braces advertising, sales promotion and 
publicity and public relations. Les 
worked in the promotion end, particularly 
with sales campaigns and contests, for 13 
years—“until I never wanted to see an- 
other sales contest.” In 1936, he was 
transferred to the advertising section of 
the division, and since 1938 has been re- 
sponsible for the G-E advertising of lamps 
in magazines and the lengthy list of busi- 
ness papers which the company uses 
regularly. 

Moyer is a quiet fellow, the kind you 
instinctively know never gets rattled; the 
kind who “takes things in his stride,” 
never creates much of a fuss, and is easy 
to get along with. But he’s also the type 
that’s likely to know more about a given 
subject than you suspect, and to have 
rather more positive ideas, backed by 
facts and careful reasoning, than one 
might gather from a casual conversation. 

He believes, after 23 years of intimate 
acquaintance with the subject, that ad- 
vertising work is a lot of fun, even 
though it has its share of headaches. The 
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fun comes mostly, he thinks, from the 
challenge the business presents, and 
from the fact that something new and 
different is always popping up over the 
horizon. 

Unlike most advertising managers, Les 
wields a major appropriation in the con- 
sumer field and in the industrial and 
trade field simultaneously. Most of his 
substantial advertising budget goes into 
general consumer media of one kind or 
another, selling G-E’s lamp products to 
the consumer who is concerned about the 
right light for peeling vegetables or 
checking gin rummy hands or providing 
glareless help for Jimmy’s efforts at solv- 
ing the daily puzzles of school life. But 
somewhere between one-fourth and one- 
fifth of his appropriation finds its way 
into about 125 business papers in scores 
of fields, to back up the consumer adver- 
tising and to sell the endless specialty 
products of the G-E lamp department. 

Here G-E hits practically every retail 
field and all the important industrial mar- 
kets, the automotive field, the photo- 
graphic field, and a multitude of special 
prospects for special G-E lamp products 
which range over a field far too extensive 
to detail. In the process, G-E’s lamp de- 
partment emerges as one of the country’s 
largest business paper advertisers, and 
Les Moyer turns up as a “consumer ad- 
man” with an honest respect for and ap- 
preciation of the importance of the busi- 
ness press as an advertising medium. One 
can be reasonably certain that in his case, 
at least, business paper advertising is not 
something to be brushed off lightly. For 
many of the lamp department’s products 
(such as display lighting and theatrical 
and photographic specialties, for ex- 
ample), the business paper advertising is 
the principal promotional device; for 
other products it is the merchandising 
push which helps tie up the consumer 
promotion at the point of sale. 

So it is not strange that Les Moyer 
should have been one of those most in- 
terested in the possibilities of extending 
readership study techniques to the busi- 
ness press, nor that he should be devoting 
some of his time currently to serving on 
the committee now working on the proj- 
ect, as an ANA representative. The busi- 
ness paper readership studies are still in 
the pilot stage, but Les Moyer, while cau- 
tious, is convinced that they can develop 


a great deal of factual material which 
will be of real value to himself and thou- 
sands of other serious users of business 
paper space. ‘ 
Getting facts to provide an adequate 
base for advertising is important to 
Moyer, but if he has any particular ad- 
vertising fetish it has to do with “what we 
can get folks to do with our advertising.” 
That means that the G-E lamp depart- 
ment—in common with other smart mer- 
chandisers who realize that advertising 
has just begun to work when it appears 
in a publication or over the air—is tre- 
mendously keen on having its advertising 
tied up with display material actually 
used by dealers, and in making it the 
basis for every possible bit of point-of- 
sale material. Only by making the ad- 
vertising dollar deliver its impact at every 
step along the selling line can it perform 
its complete function, Moyer believes. 
And this is especially true now, he says, 
when increasing costs all up and down 
the line make it necessary for each ad- 
vertising dollar to work harder than ever. 
G-E lamp advertising, in the past year 
or so, has been “reconverted” to the sell- 
ing situation, and it is currently being 
featured by more color, simplified copy 
and layouts, and a hard-hitting, direct 
emphasis on the product and the price. 
Various types of fluorescent lighting, in- 
cidentally, are getting a larger and larger 
share of the division’s advertising atten- 
tion, as they become more important from 
a sales standpoint, and fluorescent prod- 
ucts now are being featured in from 25 to 
30% of all consumer and business paper 
advertising. ‘The importance of fluores- 
cent products will probably increase over 
the years, Mr. Moyer feels, but he sees 
little likelihood that they will ever actu- 
ally replace the incandescent light, which 
can still perform a wide variety of func- 
tions for which fluorescent is not suited. 
Aside from G-E, lamps and advertising, 
Les Moyer’s major interest is still art, 
although recently he has done more look- 
ing than painting. He likes to squeeze 
in an hour or two searching through the 
galleries, especially when he’s in New 
York, but lately he’s been discovering 
that one can have a lot of fun taking 
Kodachrome shots, too. Among his favor- 
ite subjects, one can assume, are Mrs. 
Moyer and their 2l-year old daughter, 
who is now a home economics senior at 
De Pauw University, Greencastle, Ind. 
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READER-STYLE ADS OFTEN OUTPULL DISPLAY 


Advertisers who have never used reader 
copy should consider the possibilities of 
this form of copy technique. 

True, reader copy has been used most 
extensively on proprietary propositions 
sold over the drug counter, but the same 
principles apply to mail order offers. 

While most advertisers using reader 
copy will not divulge their results, your 
Pay-Off editor has seen checking records 
showing that reader copy has outpulled 
display copy from 10% to 30%. 

One advertiser who failed to make dis- 
play copy pay, is now using reader copy 
from one to three times a week in over 
1,900 newspapers. This advertiser spends 
approximately $80,000 a year. 

Just what is the technique of making 
reader copy pay? 

FIRST, the headline must have news 
value or promise something. For ex- 
ample, the headline, “Wins FREEDOM 
FROM RHEUMATIC Patins” which is one of 
the most successful, has a news twist and 
it also selects only those readers who 
have rheumatism. 

SECOND, the copy should be written so 
that it reads like an editorial item. This 
gives the reader the feeling of acceptance 
or endorsement by the publisher. 
THIRD, position is most important. Re- 
quest full position on page two or three, 
that is, next to reading, at the top of the 
page under or over editorial. You can 
get specific positions if you pay 25% to 
50% extra, but as a rule this is not 
necessary. 


FOURTH, if you let the publisher set 
your copy, he may use the same type face 
as in the editorial columns or a face 
closely resembling it. 

You can send a proof of your adver- 
tisement set in reader style, just as you 
would like to see it appear, and hope that 
the compositor will follow the same style. 
But don’t try to dictate sizes of type or 
copy arrangement. Individual publica- 
tions have their own rules on how ads of 
this type may be set. 

FIFTH, try to hold your copy to a maxi- 
mum of 42 agate lines. If your copy 
runs longer, it may lose the appearance 
of a news item. 

SIXTH, if you are using a daily news- 
paper, with no Sunday edition, run on 
Monday or Wednesday. Never use Sat- 
urdays. Sunday editions are best for they 
have longer reading life. 

As a generality, it might be said that 


if you are advertising in northern cities, 
it is best to use the evening editions be- 
cause the reader is not so busy in the 
evening. 

In southern cities, the morning news- 
papers are best because people are not in 
such a rush to get to work. 

teader advertisements, run along with 


editorial material, must be marked “Ad- 
vertisement” either above or below the 
copy. This is to enable the post office to 
determine what is editorial and what is 
advertising, as the postage on publica- 
tions is based on the percentage of space 
devoted to advertising and editorial. 
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Revlon Promotes Geden 


evion Promotes Geden | | Advertisers race 


erative advertising for Revlon 
Products Corporation, New York,| sf * 
has been promoted to assistant A] Armed with 
advertising manager, in charge of 


administration and details. . 
Bigger Budgets 


(Continued from Page 1) 
vertisers showed considerable con- 
fidence. Less affected by shortages 
than manufacturers of durable 
goods, and with distributive chan- 
nels comparatively unimpaired, 
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Great Market 


Known the a over as the city of diversitaeh indus- 


personal 
try the local approach 
use the country weekly 


OZAUKEE PRESS 


“the weekly with pictures” 
port washington, wis. 


tries, Worcester, kept blazing the trail of expansion ‘ 
with 74 new industries in 1946. The annual payrolls of q 
these firms added approximately $4,175,000 fo the a | 


1945 purchasing power of this $300,000,000 market. 
Per family buying income in this prosperous area is 
$4,594, which adeounts for food purchases 53% above 
the national averagé, Diversity and progress in industry 
keep Worcester’s incofie stable and. payrolls at peak 
levels 12 months of the year. Go-after your share of 
sales in this year ‘round High income market through 
the Worcester Telegram-Gazette with 4 


a daily circulation in excess of 1: 
and more than 95,000 apeesy: >: 


> TELEGRAM-GAZETTE 


WORCESTER, MASSACH USETTS 
a '_-~ GEORGE F BoorH Publisher - 
PAUL BLOCK amd ASSOCIATES, NATIONAL REPRESENTATIVE 


OWNERS of RADIO STATION WTAG 


most of these advertisers faced a 
bright prospect. 

In all cases, advertisers were 
asked to report what percentages 
of their advertising budget were 
devoted to sales promotion and 
publicity, and these percentages 
are indicated where respondents 
supplied them. It should also be 
noted that some companies’ fiscal 
years (and consequently their pro- 
motional budgets) end in midyear, 
and their forecasts should be 
weighted accordingly. 

George Oliva, advertising man- 
ager of National Biscuit Company, 
reported a 5% increase for 1947, 
and increasing use of outdoor and 
radio. Nabisco also uses news- 
papers. 

John R. Gilman, vice-president 
in charge of advertising for Lever 
Bros. Company, noted “the short- 
age of fats makes it impossible to 
determine at this time just what 
our 1947 expenditures will be.” 


Borden Up 25% 

Stuart Peabody, advertising di- 
rector of Borden Company, de- 
clined to give the amount to be 
spent this year as “too mislead- 
+ ing,” but reported a 25% increase 
in expenditures in all major media, 
from which he expects more circu- 
lation. Milk, ice cream, coffee, 
cheese and Hemo vitamin-mineral 
beverages will receive principal 
attention. 

California Packing Corporation 
(Del Monte foods) expects to 
spend between $1,750,000 and $2,- 
000,000 in advertising, a 10-15% 
increase over last year, in maga- 
zines, newspapers and spot radio. 
The figure includes 10% for sales 
promotion. 

Carnation Company expects to 
spend 15% more in radio and 
magazines than it spent in 1946, 
with milk, malted milk and Fris- 
kies dog food getting major atten- 
tion. Carnation allocates 5% of its 
budget to sales promotion. 

G. M. Philpott, vice-president in 
charge of advertising for Ralston- 
Purina Company, estimates a $4,- 
000,000 expenditure for advertis- 
ing in 1947, in radio, magazines, 
farm papers and newspapers. 
Radio and farm papers will re- 
ceive more of the budget than in 
’°46, with feeds and cereals prin- 
cipally emphasized. The budget 
includes 15% for sales promotion 
and 3% for publicity. 

Mars Boosts Budget 30% 

V. H. Gies, director of sales and 
advertising for Mars, Inc., candy, 
sets the probable amount of its ad- 
vertising budget at $2,600,000, an 
increase of 30%. Media will be 
radio, newspapers, magazines and 
business papers, and Mr. Gies ex- 
pects more coverage for his ex- 
penditure. 

Charles G. Mortimer Jr., vice- 
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stricted allotment. However, we 
have to watch markets and prices 


motional strategy.” 


the scope of our advertising.” 
Gordon E. Cole, advertising di- | 1947. 


its present magazine 
For the latter half of 


president in charge of advertising | maintain 
for General Foods Corporation, | schedule. 
said: “With the exception of the|the year, the budget might possibly 
first quarter we do not know just|hit the $2,000,000 mark, and the 
what we will spend for advertis-| institute is eyeing network radiofBures . . 
ing. I am pretty sure that it willjas well as Sunday newspaper 
be more than in 1946 because we | magazines. 
will have more products and new|5% for sales promotion, 5% for 
products and fewer products on re- | publicity. 


The budget includes 


Depends on Car Output 


of J. Walter 
answering 


and be guided accordingly in pro- Fred C. Foy, 
Thompson Company, 
Colgate - Palmolive - Peet Com-|for Ford Motor Company, pointed 
pany, through R. E. Healy, vice-|to the per-car allotments for Ford, 
president, declined to release ad-|$10, Mercury, $15, Lincoln, $20, 
vertising budget figures but said | Local dealer committees will spend& onditure 
that “broadly speaking, we are in-| varying amounts for advertising§ crease 

creasing our advertising budget of |he indicated. 
1947 over 1946 and, of course, we | cumstances,” 
will employ all kinds of media in|amount of expenditure will depen 
entirely on car production during 
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In the light of the presenf§ cludes 
rector of Can Manufacturers In-| outlook for steel and other critics 
stitute, reports that for the fiscal} materials, it seems unlikely tha 
year ending in June the associa-|there will be any substantial in 
tion’s budget is $1,500,000, an in-| crease in advertising expenditure 
crease of 20% over last year’s.|next year as compared with 194 
Radio or newspapers will be used “Announcement of the foreg 
more in 1947, but the institute will! ing plan was interpreted by mangjor Stron 
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azine 
lf of 
ssibly 


»s creating a fund in addition to 
ord factory advertising and the 
sssumption was drawn that, as a 
d theecsult, total advertising expendi- 
radioBures . . . would be very much 
paperMarger than ... in the past. As 
sludes\ou can see, this will not neces- 
fo forfRarily be the case.” The expendi- 
ure will be in the same media and 
or the same products as hereto- 
ore, he indicated, and about 10% 
ff the total budget is allocated to 


t 
Valter 


vering tales promotion. 
ointed§ Karl I. Silvey, of Studebaker 
Ford, ‘orporation’s advertising depart- 


, $20Bn ent, estimated his company’s ex- 
'spend#enditure at $3,500,000 in 1947, an 
‘tisingBncrease of approximately 25% 
© Ci'Hver 1946. Newspapers will get 
s, “th@inore of the budget, he indicated, 
depen@}.t media will be approximately 
during§je same as last year. The budget | 
presen@includes 1% for sales promotion | 
criticai&nd 5% for publicity. 


tha 
_* Doubles Radio Budget 


tial in 
diturelj Elsewhere in the durable goods | 
h 194@meld, Stanley H. Manson, manager | 
forego! advertising and public relations | 
y manggor Stromberg-Carlson Company, | 
eported a “substantial increase” | 
or 1947 ad expenditures, with the 
adio division’s budget doubled. 
or radios, the magazine expendi- 
re will be supplemented by 
ewspapers in all important mar- 
ets. 

Julius Haber, advertising direc- 
br of Radio Corporation of Amer- 
a, said his budget would be in- 
eased by 25% in 1947, and that 
pproximately the same media 
ould be employed. About 30% 
the budget goes for sales pro- 

otion. . 
ra General Electric Company, one 
the manufacturers who spent a 
able part of 1946 strike-bound, 
ports simply: “There are un- 
pubtedly going to be many 
hanges during the year which 
ill, naturally, make it necessary 
change our plans. For this rea- 
n, we have decided that it would 
bt be advisable to provide any 

ta of this kind.” 


Allis-Chalmers Continues 
On the other hand, Allis-Chal- 
ers Mfg. Company, still contend- 
g with the most bitter and pro- 
ged of 1946 strikes, reports 
ough advertising manager 
thur R. Tofte, that it will spend 


ver $1,000,000” in 1947. This 
; ure does not include the tractor 
ision. This expenditure is 
bout the same,” Mr. Tofte says, 
J th business papers chiefly em- 


pyed. The budget includes 12% 

r sales promotion, 8% for pub- 

ity. 

he liquor field, which despite 
omnipresent wrangles over 

ohol production had a spank- 

E fine year in 1946, looks cheer- 

at 1947. 

. Allen Reeder, advertising di- 


Write to THE 


PLY-O PRODUCTS CO. 


rector of Carstairs Distilling Cor-| year comparisons, but adds that)last year’s. | 
poration, forecast a 25% increase |Calvert’s expenditures for the first | 25% for sales promotion. 
in budget for his company, prin-|half of ’47 will be “greater” than 
cipally spent in newspapers and the first half of ’°46. Major media | manager of Standard Oil Company | project” rather then an eamusi 
The expenditure | Will be magazines and newspapers, | of New Jersey, said his 1947 budg- 
will buy more linage, he said, and backed with transportation andj|et would show an increase; that 


includes | outdoor. 


transit media. 


the company’s budget 
35% for sales promotion. 
J. Baxter Gardner, vice-presi- 


vertising, Frankfort 


zines, newspapers, 
letins and car cards. 


motion and publicity. 

Edgar E. Guttenberg, advertis- 
ing manager of Calvert Distillers 
Corporation, reports his fiscal year 
does not jibe well with calendar 


dent in charge of sales and ad- FR oreo of Hiram Walker, Inc.,|Sales promotion constituted 20% |@n eatimated 96,000,000 snqtenes 
Distilleries| Detroit, said the company’s ex-|°f his budget. 
Corporation, reported its expendi-| penditures would be $4,500,000 in 
ture as “not yet settled,” but ex-| 1947, roughly the same as in 1946. 
pected more coverage in maga-|The company will spend $240,000 
painted bul-|for sales promotion and ‘$10,000 

The budget|for publicity, which are in addi- 
includes percentages for sales pro-| tion to the ad budget. 

Among drug advertisers, L. M. 
Van Riper, 
charge of advertising, McKesson 
& Robbins, estimated 1947’s budget 
at $1,500,000, about the same as 


47 


The budget includes) could not disclose these data were 
sa the American Tobacco Company, 
advertising | whose expenditures are on a 


Robert M. Gray, 


basis, Kellogg Company, and Gil- 


: , lette Safety Razor Company. 
newspapers, radio, outdoor, direct A ‘ Tob 3 dit 
Others Same as °46 mail and sales promotion travel |/™erican ‘*obaccos expenditures 
C. Swan, advertising |2ids would be employed; and that hit the $10,000,000 mark in 1946, 


over 1945. In 1946 the company 
Among the companies which! returned to newspapers. 


Distinctive Highway Displays 


| Designed to SELL for you! 


vice-president in 


tay, 0 NATIONAL ADVERTISING COMPANY 


WESTMINSTER, MARYLAND 


THE RIGHT ANGLE ON CONTESTS 


Mere ek ents 
: bi Sedg  f 


West 22nd Street, New York 11 


How can ghost written entries be controlled? 
How can rules be written to bring greater re- 
sponse? What response can be expected from 
different types of contests? 

Answers to these and many other questions are 
provided by Donnelley’s experience in judging 
most of the major contests in the last ten years. 

But the proper merchandising of your contest — 
closing the loop-holes, making sure the contest 
will serve as the powerful promotional tool that 
it is—that is where Donnelley can be of most 
service to you. 

The success of a contest is in the planning. 
That’s why we urge you to consult with us at 
the very beginning of your contest thinking. 


THE REUBEN H. DONNELLEY CORPORATION 


305 EAST 45th STREET 
NEW YORK 17, W. Y. 


350 EAST 22nd STREET 
CHICAGO 16, ILLINOIS 


727 VENICE BOULEVARD 
LOS ANGELES 15, CALIF. 
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WANTED 


COMMERCIAL 
ARTISTS 


Leading mid-South medical manu- 
facturer requires a number of ex- 

rienced commercial artists. Must 

ve at least five years’ practical 
experience in art department of 
advertiser, agency, or one of the 
big labei companies. Several 
good lettering men are needed, 
two or more illustrators and re- 
touchers, one or more figure and 
layout men. Write fully. Paul 
Shilling, Art Director, Plough, Inc., 
Memphis 1, Tennessee. 


THE ADVERTISING MARKET PLACE 


Advertising Age, January 13, 1947 


POSITIONS WANTED 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 


and “Representatives Available,” 50 cents a line, minimum charge $2. 
spaces per line; light body face 34 per line. 
Thursday noon, 11 days preceding publication date. 


Figure bold face heads 25 letters and 
Box numbers add two lines. Terms cash with order. Forms close 
Display advertisements take card rates. 


HELP WANTED 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


EDITOR 

experienced, young and aggressive. 
Needed by National ABC Trade Pub- 
lication. Must have editorial back- 
ground, publicity and production ex- 
perience. 

Box 8648, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential Intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 
30 W. Washington St., Chicago 2 


HELP WANTED 


HELP WANTED 


“PUBLISHERS REPRESENTATIVE 
wanted—travel Mid-West territory. 


National and_ sectional industrial 
publications. Prefer man under 40 
aggressive and active. Write full 


particulars, furnish photo. 
Box 8626, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


WANTED 
Experienced women’s fashion artist; 
terms either commission or salary. 
Write for appointment. 
Box 8683, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


NEW YORK SUBWAYS advertising Company, Inc. 


Car Cards - 


Member of NATA 


630 Fifth Ave., New York 20, N. Y. - 410 N. Michigan Ave., Chicago 11, Ill. . 


Station Posters 


MEN’S DEPARTMENT 
SALES MGR.—Rubber Goods.$10,000 
COPY WRITER—Adv. Agency 10,000 
COPYWRITERS—Mfers. & 

le We ee ae Sa cil oa Ses ot to 
ADV. MGR.—<Automotive ... 
SALES PROM. ASST.—D. Mail 5,200 
MKT. RESEARCH—Adv. Agcy. 10,000 
MKT. RESEARCH—Foods 


SRS ar ee 6,000 
ECONOMIST—Statistician .. 8,500 
WINDOW DISPLAY— 

Ns Soe Gi n)s dag @h04 4% 0:8 4,500 
EDITOR—Technical paper... 4,800 
EDITOR—House Organs .... 3,600 
PUBLICITY—Food Promo- 

a Pee eee 6,000 
PROD. MGR.—Books-Educ. 6,000 


ART DIRECTOR—Publisher. 6,000 
PUB. RELA. MGR.—Newspa- 


ee eee ae 5 a raed oS walt ware 7,500 
PROD. MEN—3—Good begin- 

SE AN Sh ae ek ok eon © $3,000 
ADV. MEN—4—Young mento _ 3,600 
WOMEN’S DEPARTMENT 
COPYWRITER. Appliances... 4,800 
BUYER, Handbags ......... ,000 
BUYER. Leather gds., Jewelry 3,900 
ILLUSTRATOR". Studio..... 5,00u 
ARTIST. Int. Dvecorations.... 4,000 


WRITER. Creative Verse..... 3,500 
FOOD EDITOR. Home Ec. De- 


WE as tee hitew ates wakes ds 5,000 
THE HONES COMPANY 
14 E. Jackson, CHICAGO, Suite 1515 


ARPVERTISING AGENCY 
RESEARCH DIRECTOR 
Medium size Chicago Agency in 
business 37 years. Organizing new 
department. Should have agency or 
manufacturer’s research department 
experience. State qualifications and 

write fully. 
Box 8670, ADVERTISING AGE 
100 E. Ohio St., Chicajzo 11, Ill. 


ASSISTANT TO PRESIDENT 
Bright future for top flight man 
with diversified agency background. 
Position includes assistance on de- 
tail, client contact, management, 
planning. An interesting spot with 
adequate reward for right man. De- 
tails, salary data held in confidence. 

Box 8684, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, II}. 

POSITIONS WANTED 
WOMAN experienced in media with 
agency handling industrial accounts 
and time buying. Also interested in 
research. References. 

Box 8682, ADVERTISING AGE 

100 E. Ohio St., Chicago 1i, lil. 


TOP FLIGHT CREATIVE MAN, 
With 10 years’ practical experience 
in agency copywriting; advertising 


planning, writing; sales and publi- 
cation promotion. Moderate salary. 
Box 8675, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
FREELANCE COPYWRITING BY 
EXPERIENCED AD MEN 
Equipped to do your retail, mail 
order or direct mail advertising. 
Two veterans exp. in planning, lay- 
out and copywriting. Start '47 sales 
with a bang’! Contact us at 
Box 8674, ADVERTISING AGE 
100 E. Ohjo St., Chicago 11, Il. 


ADV. OR SALESMANAGER 
with 17 years experience (mostly on 
a daily newspaper with a circulation 
in excess of 200,000) familiar with 
chain store operations, particularly 
in New York, Chicago, St. Louis and 
Kansas City, desires to make a 
permanent connection with a pro- 
gressive metropolitan daily or radio 
station in the middle west. 39 years 
old, ex-naval officer, sales and mili- 
tary records will bear inspection. 
Please outline duties and approxi- 
mate starting salary, etc. Am now 
employed (not on a paper) but can 
arrange interview and be available 
on short notice. 

Box 8672, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
COPY, FREELANCE, Publication, 
Radio, Dir. Mail exp. agcy. writer. 
Reasonable, dependable. 

Box 8671, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
PUBLIC RELATIONS: 27, married, 
college grad., ex-army correspondent 
(ETO). Exp: Newspaper promotion, 
theatrical and radio publicity. Ver- 
satile, ambitious, dependable. (New 
York only.) Larry Lowenstein, 576 
Kensington Place, Cedarhurst, Long 
Island, Cedarhurst 0666. 


VERSATILE GHOST AVAILABLE 
to relieve busy executive of writing 
speeches, trade articles, etc. Thor- 
oughly experienced all-around writer 
can produce forceful copy in simple 
language, easy style, correct gram- 
mar. Wide background. Male 35, no 
peanut salary. 

Box 8678. ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


WRITER: Specialist in brochures, 
institutional matl., top news releases 
has time for 1 or 2 accounts. ‘ 
Box 8677, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


PROMOTION: PUBLIC RELATIONS 
Now Publicity Director midwestern 
U; 3 years asst. promotion mer. Chi. 


cago paper; seasoned newsman and Was 
onree polished PY ae tah arf eam; mas ¥ 
peisa creator; » married, = Christ 

Box 8676, ADVERTISING AGE two, a 

100 E. Ohio St., Chicago 11, Ill. day w 
REPRESENTATIVES AVAILABLE gains 
Southern California Headquarters h 
San Diego. Maintain office and dis.™ 520W 
play room. Advertising Novelties Federa 
and sales. Helps of all kinds. Advise he fi 
regarding products, commission ang the fin 
territory. Particulars regards de. For 
livery. Address Box 1883, San Diego, : 
California. gain , 

MISCELLANEOUS spondii 

PAPER WANTED with g 
Responsible mid-west business pub# in rece 
lication wants to contract for 50 . 
tons M.C. or Super for 1947 deliveryg YETe & 

Box 8669, ADVERTISING AGE 127% i 

100 E. Ohio St., Chicago 11, Ill. Louis 

BUSINESS DEVELOPMENT : 4 
Sound tactics plus Written-Salesgs stores 
manship creates buyers and capi#the Tu 
tures the greater results! Nation ‘ 
ally-known, top-flight Writer-Sales Distr 
man & Mail Order Specialist will puff week 
maximum efficiency into your sale P 
literature. Details free. Over 2554 Richme 
clients served. Dynamic 4x8% book#St. Lot 
let “Business Development” & othe . 
valuable brochures sent postpaid $9 820. 
Satisfaction guaranteed. 

CHANNING CRADDOCK 
b1 Kuster An., Salt Lake City 2, Uta 
FOR SALE , 
Interest in national trade paper wit ae 
fine reception among readers an 
excellent future opportunity. UNITEL 

Box 8681, ADVERTISING AGE Boston | 

100 E. Ohio St., Chicago 11, Ill. New f 
ADDRESSOGRAPH. Model 904. News Bosto: 
Includes stand, dater, ejector, an Spring 
D. C. Motor. Provie 

Box 8678, ADVERTISING AGE . 

100 E. Ohio St., Chicago 11, Ill. BXew Yo 
CUT PRINTING COSTS 1,000 oftsay Newat 
8%x11 printed $3.95; 5,000 $15.7q Buffal 
Larger quantities less; 48 hour sery New } 
ice; samples, price list free. Roche 

FIDELITY COMPANY, Syracu 

Parkersburg 2, W. Va. _3 Philadel 

PUBLICATION WANTED Philad 
Will buy trade or class magazind Clevelan 
Give complete particulars. 

Box 8679, ADVERTISING AGE § Akron 

100 &. Ohio St., Chicago 11, I! Cincin: 
Outstanding basic fashion publicay Clevel 
tion needs an experienced editorigg Colum 
and promotional minded associat Toledo 


and printing prvduction; direct mail | 


$10,000 to $25,000 investment. Stat 
| background and furnish reference 
|in first letter. 

Rex 8680, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Radio Commercial 
Writer 


We are looking for a rather unus 
radio commercial writer. These 
the qualities we expect of him: he 
young — late 20's, early 30’s—and } 
creativeness is still burgeoning; 
prefers writing radio commercial cof 
to all other forms of advertising w 
ing, so much so that he is prepar 
and able to pioneer new techniqu 
He has executive ability (active 
latent), because he may eventua 
head up a radio division of our Co 
Department and train young comm 
cial writers. 


To conserve your time and oul 
please apply only if a proven 1a 
writer. Give age, experience, ref 
ences, salary bracket and other det 
in your first letter. All corresponde 
will be held in confidence. 


Needham, Louis and Brorby, | 
135 South La Salle Street, Chicago 3, !IIi 


Adi 


We are 
promotion 
clients, a 
ducer. Ap 
to have th 
to have he 
advertising 
fields. The 
promotion 
Ing closely 
planning ¢ 
eral mage 
an is a 

ers oO 
the right 
experience 
why you # 
munication 
be passed 
view and | 


M. 
Advert 


ARTIST 


Top flight creative designer for advertising display 
to work in lithography, wood, plastic, etc.; all national 
accounts; this organization aggressive; personne! 
very young; good working conditions; all traveling 
and moving expenses paid. 


L. A. Sauer, 357 E. Erie, Milwaukee, Wis. 
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PLACEMENT AGENCY 
. 


Headquarters since 1920 for 


ADVERTISING PERSONNEL 
Executive © Copy © Art ® Clerical 


Resumes requested before registration 
on all executive and copy positions. 


420 Lexington Avenue 


New York 17, N. Y. 


LExington 2-8862 
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Advertising Manager 
Wanted 


We are seeking an advertising and sales 
promotion manager for one of our major 
clients, a large midwestern metals pro- 
ducer. Applicants should be young enough 
to have their best years ahead, old enough 
to have had some experience in industrial 
advertising, sales promotion and allied 
fields. The job will involve handling sales 
promotion and public relations and work- 
ing closely with the advertising agency in 
planning advertising for trade and gen- 
eral magazines, catalogs and brochures. 

This is a position of responsibility which 
offers opportunity and lifetime security to 
the right man. Send us a resume of your 
experience, education and age and tell us 
why you think you are the man. Com- 
munications from qualified applicants will 
e passed on to the client for final inter- 
view and selection. 


McClure & Wilder, Inc., 
Advertising and Public Relations, 


Mahoning Building, 
Warren, Ohio. 


Good Writing to Order 

Problems ahead will demand the experienced 
‘and im written selling, merchandising and 
bromotion, public relations. For the special 

lems, call in over 20 years’ experience in 
‘sencies, network radio, home appliance and 
r manufacturing fields. Advertising copy, 
types, with roughs if desired; letters; radio 
pts, continuities, commercials; speeches and 
les ghosted. Particularly interested in 
plying carefully-contrived institutional copy, 
bublic relations material and counsel. Any 
‘greed-upon deadline will be scrupulously met. 


Box 6636, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Iilinois 
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TROUBLE SHOOTER 


With established reputation in all phases of 
Sedia, trade investigations, consumer surveys, 
‘counting, and offlee management. 20 years 
“perience agencies New York and Chicago. 
good mixer; 45. married, willing 
Starting salary secondary to poten- 


Analytical, 


avel. 


Box 6637, ADVERTISING AGE 
100 E. Ohio Street, Chicago ii, Illinois 


YOU JUST CAN'T B 


=. > il 


EAT THE PULLING POWER — 


OF THE BIG 3 IN THE GREAT FLORIDA MARKET 


@ There’s been a great change in the Florida story. Yes, Florida is still the 
nation’s No. 1 tourist attraction. But in unending procession people are 
coming to Florida to stay . . . to work, to build, and to buy. 


And here’s a word for the market-wise. The big 3 gives you top coverage 
in each of the three major trading areas where 64% of Fiorida’s 


population and wealth are concentrated ... So today, when you think of 
Florida, think of year-round selling activity. Think, too, of the Pulling 
Power of the Big 3 . . . the morning papers that are, by every known 
yardstick, the dominating media in Florida's largest trading zones. 


TAMPA TRIBUNE 
* 


presentatives 
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Fish Named Ad Manager 
of U. S. Gypsum Co. 


E. W. Fish, who has been editor 
of “Popular Home,” publication of 
U. S. Gypsum Company, Chicago, 


Six Get Video Permits | 
for Los Angeles 


The FCC has approved six ap- 
plications for commercial tele- 
vision channels in Los Angeles, 
has been appointed advertising |but has reserved decision on the 
manager of the company. Don Lee application for the 

He succeeds John M. Maynard, |seventh available channel pending 
who has taken up new duties in|/a hearing this month on license 
the sales division. renewals for the network’s four 
owned-and-operated stations. 

Those granted channels: Ameri- 
can Broadcasting Company; Earle 
C. Anthony, licensee of KFI; Na- 
tional Broadcasting Company; 
Television Productions, Inc., sub- 
sidiary of Paramount Pictures; 
Dorothy S. Thackrey, publisher of 
the New York Post and licensee of 
WLIB, New York, and the Times- 
Mirror, publisher of the Los An- 
geles Times. 
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ROAD TO 
RESULTS 


Here’s how to direct sales down 49 profit roads at once: 
Schedule your campaign with The Ohio Select List, 49 
hometown dailies that do a billion-dollar merchandising 
job in 58 of Ohio’s 88 counties. 
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SELECT LIST! 
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TRY THIS ON YOUR PHONE 


- « You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 
your production 
requirements. 


. . . Write or Phone for 
one of our Representatives 
—Let us show you samples of work 
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as ‘46 Volume of 
Business Papers 


Cuicaco—Business paper adver- 
tising volume hit a peak of $178,- 
000,000 in 1946, an increase of 
3.8% over 1945, according to a 
computation by A. R. Venezian, 
manager of the statistical and sales 
service department of McGraw- 
Hill Publishing Company. 

Writing in the January issue of 
Industrial Marketing, Mr. Vene- 
zian asserts that the estimates of 
business paper volume developed 
by the late Dr. L. D. H. Weld of 
McCann-Erickson were “some- 
what conservative,” and that for 
1945 they were actually over 50% 
too low. For that year Dr. Weld 
estimated $107,000,000 in business 
paper volume, whereas Mr. Vene- 
zian places the figure at $171,- 


business papers over a period of 
years, plus figures on more than 
800 other business papers. In ar- 
riving at his totals, he does not 
include general news or business 
type news publications, such as 
Business Week, Fortune, Time, 
etc. 
His estimates since 1933: 


Year Ad Revenue 
PARE ere rere: $ 32,000,000 
Serer 37,000,000 
Re eee 43,000,000 
85 Sssie 9 vk kara sy 51,000,000 
BN Ne ees eieraea 59,000,000 
RUSS ee as 51,000,000 
ME 6:6 bas u/ifd'de baean 58,000,000 
as asco 0-45 dns ad <u ak 64,000,000 
a SR ar aa ie 75,000,000 
Peer rer 83,000,000 
AN ee 120,000,000 
eS Ce Pee 149,000,000 
pee ae 172,000,000 


Waterbury Paper Soild 


The Dec. 28 edition of the Demo 
crat, Waterbury, Conn., was tha 
afternoon daily’s last. The print 
ing equipment and good will o 
the paper were purchased b 
American - Republican, Inc,, pub 
lisher of the Waterbury Repub 
lican (morning) and Waterbur) 
American, (afternoon). The 
Democrat, established a weekly i 
1881, became a daily five year 
later. Waterbury was the las 
New England city except Boston 4 
have competitive evening after 
noon newspapers. 


WGWC Is CBS's 164th 


WGWC, new 250-watt statio 
in Selma, Ala., has joined the Cc 
lumbia network as a bonus sta 
tion to WCOV, Montgomery, Ala 
This brings the CBS affiliate tot 
to 164. 
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1947 


Unless 


Pages 
1945 
797 
870 
1,327 
1,831 
825 


1,110 


207,978 


1,157 
1,803 


1,887 
1,134 


494 
1,358 
254 


1,534 
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2,456 
1,720 


1,902 
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820 
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1,469 
2,770 

115 

786 
2,843 
1,754 
1,474 


8,004 
1,659 
838 
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Business Paper 


Ad Volume Down 
1.1% for 1946 


Cuicaco—The prolonged decline 
in volume of industrial publication 
advertising and recent losses in 
other classifications brought a 
2.7% decrease in business paper 
ad volume in 1946, according to 
Industrial Marketing’s year-end 
tabulation based on reports from 
175 publications. 

The over-all decline was the 
first in several years. Business 
paper advertising volume gained 
25% in 1943, 23.3% in 1944 and 
13.8% in 1945. In 1946 the papers 
carried a total of 283,896 pages, 
compared with 291,597 in 1945 and 
262,512 in 1944. 

Trade, export and class publica- 
tions, however, gained over 1945. 
The 9% loss of 107 industrial 
papers reduced the total for all 
four groups to less than the 1945 
total. All four _ classifications | 
showed a year-to-year loss in IM’s | 
tabulation of December linage. 


Trade Group Gains 16% 


In the industrial group, 107 pub- | 
lications ran a total of 189,305) 
pages, or 18,673 fewer than the 
207,978 carried in ’45. Their 1946) 
total barely exceeded the 189,170. 
total for ’44. Industrial papers in 
December carried 14,860 pages, or | 
13.6% fewer than the 17,189 in| 
December, 1945. 

In the trade group, 34 publica- 
tions ran 56,161 pages last year, 
15.6% more than the 48,599 of 
1945. They ran about 40,000 pages 
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two years ago. For December, they 
had a 1.4% loss—4,189 pages 
igainst 4,247 in December ’45. 

The export group of 15 publica- 
ions ran 1,194 more pages of ads 
n 1946 than in the previous year, | 
he 8.1% gain bringing the total 
0 15,914 pages. In December their 
jlume was down 9.4%, from 
1,505 to 1,364 pages. 

Nineteen class publications re- 
ported running 22,516 pages dur- 
ng the year, 10.9% more than the 
L0,300 of 1945. They ran 1,788) 
ages last month, down 1.7% from 
819 a year ago. 


Canadian Volume Up 8% 


Canadian business papers fared | 
etter throughout 1946. Their vol- 
8% | 
reater than in ’45, when they | 
arried 45,071 pages. In 1944 they | 


2Barried 35,339 pages. 


IM’s report, covering 83 papers, | 
hows that 30 Canadian industrial | 
bapers barely held even for the | 
tar. They ran 20,353 pages in| 
945 and 20,384 last year, for a 
2% gain. Canadian trade papers | 
lad an 18% gain. These 34 papers | 
an 18,882 pages last year and) 
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Anyone, anywhere can set 
type this new, practical way. 
Fost, economical —just the 
thing for heads or complete 
ods. Cardboard letters are 
cvtomatically aligned when 


tick. No metal type, no 
messy ink, no impressions 
'0 pull. Over 75 popular 
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backed in a compact, refill- 
tble leatherette case. 
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16,012 in 1945. 
papers ran 9,578 pages in ’46, 10% 
more than the 8,706 in ’45. 


McCann Elects Anderson 


and Kathryn Kelly 


McCann-Erickson, New York, 
has elected John L. Anderson 
vice-president and treasurer and 
Kathryn Kelly, secretary. 

Mr. Anderson joined the Erick- 
son Company in 1919 as a copy- 
writer, and advanced to copy chief, 
assistant to the president, and 
treasurer. When McCann-Erick- 
son merged in 1930, he became as- 
sistant treasurer of the new com- 
pany, and prior to his present post 
served as secretary and treasurer. 
Miss Kelly joined the McCann 
Company 35 years ago as secre- 
tary to H. K. McCann. She was 
assistant secretary before her elec- 
tion as secretary. 


Appoints Moulton 


A. H. Moulton, formerly with 
Hillman Women’s Group, has 
joined Merchants Matrix Cut 
Syndicate, Chicago, in a sales ca- 
pacity. 


Nineteen class ;¢ 


Chicago Tribune’ 
Marks 100th Year 
with June Issue 


Cuicaco—June 10, 1947, will be 


an important date in the history 
of newspapers in America. It will 
be the hundredth anniversary of 
the founding of the Chicago Trib- 
une, which has announced plans 
for an elaborate celebration of the 
event. 

While Joseph Medill, “who was 
editor and publisher during Civil 
War days and died in 1899, is 
given credit for building a strong 
newspaper, its modern success is 
attributed to Col. Robert R. Mc- 
Cormick, who took over as editor 
and publisher 35 years ago and 
has developed its mechanical fa- 
cilities and paper manufacturing 


plants and strengthened its edi-| 


torial and business organization. 
Many disagree with his policies, 
but few question his courage and 
resourcefulness. 

Because of the newsprint short- 


/age, advertising promotion of the 
;centennial issue will be limited. 
A feature of that day’s paper will 
be a reproduction of the oldest 
;copy of the Tribune extant, dated 
|about 1855. The early files were 
destroyed in the Chicago fire of 
1871. 


‘CHICAGO TRIBUNE’ 
LINAGE HITS RECORD 


Cuicaco—The Chicago Tribune’s 
linage in daily and Sunday issues 
in 1946 totaled 32,851,982, giving 
it top place among U. S. news- 
papers and beating its previous 
record, set in 1926, by about 136,- 
000 lines. 

The Tribune’s linage topped that 
of the New York Times, accord- 
ing to Media Records tabulations, 
by about 4,000,000 lines. The Trib- 
une also ranked first last year 
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among Sunday papers. In 1945 it 
was a close second, with 22,437,696 
lines in daily and Sunday issues, 
to the Milwaukee Journal, in sixth 
place in 1946. 

The Tribune’s December linage 
totaled 3,563,173, of which about 
1,517,000 lines ran in Sunday is- 
sues. The paper on Thursday re- 
turned to split circulation runs of 
classified advertisements, because 
of paper shortages. 


Varlar Names Rasmussen 


James H. Rasmussen has been 
appointed executive vice-president 
of Varlar, Inc., a division of 
United Wallpaper, Inc. He will 
continue as executive vice-presi- 
dent of Trimz Company, another 
division of the parent company, 
and also as_ vice-president in 
charge of sales and merchandising 


among all morning papers and 


of United Wallpaper. 
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TELLS YOU! 


COMING SOON! 


1. Metal or Patent Base 


() Bed of a printing press 
C) Metallic filler in paper 
(J A device for mounting printing plates 


3. Reel Samples 
() Festoon-dried paper 
() Calender test runs 


() Test samples of paper taken during 
manufacture 


Test your word knowledge 


of Paper and Printing 


2. Acid Blast 


Cj A process for etching halftones 
C) An unfairly competitive brochure 


() A method of coating paper 


4. Beater Loading 


Cj) Overloading copy with heavy selling 
C-) Filling the beater with ingredients for 


making paper 


(} Too much beating in lock-up 


ANSWERS 


] Metal or Patent Base is a spe- 3 Reel Samples are tes 


cial device for mounting printing 
plates which makes precision print- 
ing easier. Another important factor 


in precision printing is the 


uniform, fine quality Levelcoat* 


Printing Papers. 


? Acid Blast is a process for etch- 

ing halftones. A good way to re- 
with all 
beauty, strength, and subtlety intact 
is to print with clean, bright Level- 


produce halftones 


coat paper 


a distinctive medium 
for more effective adv ertising. 


use of 
laboratory tests, keep close 
Levelcoat quality. 

Beater Loading is the 

the beater with 
their 
for Levelcoat, close adhere 
strict 


formula produces 


ream to ream, from run to 


of paper taken from the reel dur- 
ing manufacture. They’re especially 
important at Kimberly-Clark where 
reel samples, constantly taken for 


ingredients for 
making paper. In loading the beaters 


which is dependable in quality from 


t samples 


lf our distributors cannot sup- 


check on bly your immediate needs, we 
solicit your patience. There wall 


be ample Levelcoat Printing 


filling of Papers for your requirements 


production can be realized 
*nce to a 
a paper 


run, 


when our plans for increased 


evelecal”™ 


PRINTING PAPERS 


< - 
ap 
t RODUCT OF 


\\| Kimberly 
| Clark 


\ > 


KIMBERLY-CLARK CORPORATIO 


NEENAH, WISCONSIN 
1872—75 YEARS OF FINE PAPER MAKING 


1947 
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McGraw-Hill Buys 
Chilton’s Share 
of BPIC Stock 


New YorkK—The stock interest 
which Chilton Company has held 
in Business Publishers Interna- 
tional Corporation since its found- 
ing was acquired last week by 
McGraw - Hill Publishing Com- 
pany. 

The two companies founded 
BPIC in 1925, and McGraw-Hill 
is now the major stockholder, with 
scattered holdings in the hands of 
BPIC employes. The 
publishes international magazines 


DISPLAYS from IDEAS lo 


BAIN/SHED PRODUCTS 
‘072, CONVENTION EXHIBITS | 
Cand TRADESHOWS _4/ 
ENS BEI CAN Ahone vea.i278 


Dis?PLAY STUDIOS it9no-werns 


ST CHICA 


company | 


and buyers’ guides. 

| Five publications are now in 
operation, with a sixth—Pharmacy 
International—scheduled to start 
‘in June. There are five buyers’ 
| guides now published. 

In a terse announcement of its 
acquisition of Chilton’s stock, Mc- 
Graw-Hill said “this was the cul- 
mination of a series of discussions 
of a program under which all 
McGraw-Hill foreign publishing 
activities might be activated under 
its sole management.” 


CRAIG SHIFTED, BOOSTED 
TO ATLANTIC MANAGER 


New YorKk—Victor I. Craig, for- 
merly head of the Boston office 
of the McGraw-Hill Publishing 
Company, has been promoted to 
Atlantic district manager, with 
headquarters here. He will report 
to S. D. R. Smith, regional vice- 
| president. Mr. Craig was eastern 
| advertising manager of Newsweek 
|before joining McGraw-Hill in 
March. 

Richard Janney, formerly with 
| Dancer - Fitzgerald - Sample, Chi- 


|cago agency, has succeeded Mr. | 
| Craig as head of the Boston office. 


Schreiner, Wilcox Take 
New Steel Ad Posts 


G. R. Schreiner, advertising | 
| manager of Carnegie-Illinois Steel 


Robert Wilcox 
Corporation, Pittsburgh, a sub- 
sidiary of United States Steel Cor- 
poration of Delaware, Pittsburgh, 
has been appointed assistant di- 
rector of advertising of U. S. 
Steel, succeeding Reese H. Price, 
who has resigned. 

Robert J. Wilcox, assistant to 
Mr. Schreiner at Carnegie-Illinois, 
has been named acting advertising 


‘a 


G. Schreiner 


NAM Bares New 


Labor Policy— 
Similar to Old 


New Yorx—The National Asso- 
ciation of Manufacturers, which 
hasn’t employed paid space since 
it hammered away at OPA regu- 
lations early in the spring of 1946, 
returned to advertising last week 
with a full page announcing 
NAM’s labor policy. 

In 56 newspapers in 14 major 
markets, NAM ‘presented its pro- 
gram, which in essence is the same 
as that adopted at the Congress 
of Industry meeting here in De- 
cember. 

Headlined “For the good of all,” 
the all-type advertisement advo- 
cates: (1) Equal legal responsi- 
bility of employer and union to 
bargain in good faith, and to ad- 
here to contracts; (2) monopolistic 
practices should be prohibited by 
unions as well as employers; (3) 
jurisdictional and sympathy 
strikes, and strikes against the 


manager of Carnegie-Illinois. 


Planned Distribution 


The P. D. 2- 
Cleveland plus the 26 adjacent 
counties) gives you Ohio's two 


richest markets at one low cost, 


The Plain Dealer is Enough 


—if You Use it Enough 


STANDS FOR 


in-] market (Greater 


| 


cnt ridiculous, doesn’t it? Yet many concerns 


have made a similar fatal mistake. They tried to 


locate a store where potential customers were few 


and far between. The result was eventual failure...a 


warning that it doesn’t pay to guess at your market. 


In the Cleveland area, the Plain Dealer Market 


Survey department takes the guesswork out of your 


marketing program. It gives you exact information 


where the best buying areas for your products are 


located ...and shows you how to achieve maximum 


sales volume with a minimum number of outlets. 


Just call or write a Plain Dealer rey 


appointment to receive this india 


CLEVELAN 


»resentative for an 


idualized service. 


D 


PLAIN DEALER 


A. §. Grant, Atlanta 


Cleveland; Home Neeispaper 


John B. Woodward, Inc., New York, Chicago, Detroit, San Francisco, Los Angeles 
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‘LIBERAL' COPY—The National Asso. 
ciation of Manufacturers, widely re. 
ported as having liberalized its view. 
point during its recent convention, re. 
turned to advertising last week with 
this copy announcing its labor program, 

Benton & Bowles is the agency. 


government (to force recognitio 
of uncertified unions, to enforc¢ 


boycotts) should be_ prohibited 
(4) mass picketing or “any othe} 
'form of coercion” should be pro 
|hibited; (5) foremen or othe! 
‘management representative 
should not be unionized; (6 
“compulsory union membershi; 
and interference with voluntar 
union membership should be pro 
hibited by law”; (7) free collec 
tive bargaining is necessary an 
“compulsory arbitration ... i 
bound to destroy genuine collec 
| tive bargaining.” 
| NAM copy has previous]; 
stressed the association’s stand o1 
national matters, and the chair 
man of its public relations com 
mittee, J. Howard Pew, declare 
at the December NAM conventior 
that its advertising was re 
sponsible for the end of OPA. 
NAM’s convention was widelj 
heralded as ushering in a new 
liberalized era for the association 
In its first advertising after thg 
convention, the liberalized view 
point has been brought into clos¢ 
agreement with traditional NAl 
| principles: Abolition of the close 
|shop, opposition to picketing, op 
position to horizontal unions, oj 
/position to compulsory arbitratiog 
and unionization of foremen. 


| Benton & Bowles is the agency 
salietieeiia.tomepecne 


Names Compton 


Fred A. Compton, purchasin 
agent, has been named sales man 
ager of the Detroit Edison Com 
pany. Angus D. McLay has helt 
the position of vice-president ant 
sales manager since the retiremenri 
in 1943 of Sarah M. Sheridan. M 
McLay will continue as vice-pres! 
dent. 


Names Rice Treasurer 


| Arthur L. Rice Jr., Chicago an 

midwestern advertising represen 
| tative for Power Plant Engineer 
'ing, has been named treasurer 4 
| Technical Publishing Companj 
i the late Arthur L. Ri 
| Sr. 


Mallory Hats Move 


Mallory Hat Company, Danbur 
Conn., has moved its advertisin 


en’s divisions from Duane Joné 
Company, New York, to Kenyé 
& Eckhardt, New York. 


NO USE TURNING 
CUSTOMERS AWA 


And pat Fon mer if You 
be oing ust at. Manufactu 
There's a 7 billion and Sell 


dollar market you 
could encourage| COSMETIC 
simply by letting§& 
these people know you'd welcome 
business. For the Negro looks to his 
press for guidance. Your advertis!"s 
the Negro papers can earn his com 
dence, good will and regular patrons 
But whether your product is * 
metic, food, drink, wearable, or # 
thing else, it will pay you to write 
Interstate United Newspapers, Inc. 
Fifth Ave., New York, for the facts | 
the success stories built out of rea 
ing this great and growing mark 
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Ogden Reid, 


sion, Standard Oil Company of|with the Atkinson agency for the in 1905, in the credit and financial 


7 Indiana, died Jan. 5 at his home | past 25 years. department, and was later as- 

eee ' « ‘ in Evanston, Ill. He had served | |signed by the late William N. 

ne Herald Tribune with the company since 1922. J. M. DOUGHERTY Bieistol Sr. - develop its export 

oo : . — Cuicaco—Jonathan M. Dough- | Dusiness. e became vice-presi- 

== | President, Dies FINLEY H. GREENE erty, 52, president of the Dough- | dent in charge of foreign sales in 

or New York—Ogden Reid, 64,| Burrato—Finley H. Greene, 67,|€™ty-Doman Advertising Agency | Fenton wndin 

— president of New York Tribune, pioneer adman who began his | here, died Jan. 5. Mr. Dougherty | : me 

a Inc. and editor of the New York|career as publicist for Buffalo’s|formerly served with Brown &|HOWARD F. EMERSON 

a Herald Tribune,| Pan-American Exposition in 1901,| Bigelow, Minneapolis calendar! Ansonia, Conn.—Howard F. 

~ died Jan. 3 in| died suddenly here Jan. 3. Head publisher. |Emerson, 71, publisher of the An-| 
Harkness Pavil-|of the Finley H. Greene Adver- — sonia Evening Sentinel, died Jan. 
ion of the Co-/tising Agency, he formerly served | JOHN S. NORTON 2 after an extended illness. His | 
lumbia - Presby- as advertising manager of the St. Lovis—John S. Norton, 54, father, the late James M. Emer- | 
terian Medical| Matthews-Northrup Works and in since 1944 executive vice-presi- | 5° purchased the Sentinel, then | 
Center. He en-|1919 became general manager of | dent of Lambert Pharmacal Com- | 2 weekly, and began its publica- | 
tered the hospi-|the E. P. Remington Advertisi cad i tion as a daily in 1884. | 
ak daw Seed t the E. P. Remington Advertising | pany, died in Los Angeles Dec. 31 y 
or treatment | Agency, later becoming its presi-| while on a business trip. Mr. Nor- | nr nih see 
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Ogden Reid ment developed 
bronchial pneu- 

monia shortly before his death. 
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JOHN T. FORTMAN | WALTER L. BOMER | ticipating sponsorship of the 6 p.m. 


Mr. Reid was the fourth editor | business manager and space buyer | 57, vice-president of the Bristol- 
of the Tribune—and directed its|of Harry Atkinson, Inc., died in| Myers Company in charge of ex- 
purchase in 1924 of the rival] | Hinsdale, Ill., near here Jan. 2. Mr. | port, and in point of service oldest | 1s IT L TOWN 2 
morning paper, the Herald, then | Fortman was born in Germany |living employe of the concern, | MAL URBA AN TOWN 
owned by Frank A. Munsey. Those | and spent much of his youth at| died Jan. 1 at his home. | oR SU UB 
Swho preceded him were Horace | Boys’ Town in Omaha. He served| Mr. Bomer joined the company 


| vice-president in charge of sales. 


| Narragansett Brewing Company, 
Cranston, R. I., has signed for par- 


Cuicaco—John T. Fortman, 44,, BRookLyN— Walter L. Bomer, @dition of the Yankee Network 


‘and William H. Pugslay, manager 


early last month, | dent. He organized his own agency iol iQ: © Publishers Representatives — 
le aftat wi-lan tema ton joined Lambert in 1932 as| Signs Yankee Net News | 
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news service, Mondays, Wednes- 
days and Fridays over the full 
Yankee Network. Arthur Braitsch, 
Advertising, Providence, is the 
agency. 


Names Rudolph, Pugslay 
Shirl Rudolph, sales manager, 


of engineering, have been pro- 

moted to vice-presidents in charge 
of sales and of field research, re- 
;spectively, of Hays Corporation, 
Michigan City, Ind., manufacturer 
of precision instruments. 
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Greeley, founder; Whitelaw Reid, 
his father, and Hart Lyman, who 
filled the post while Whitelaw 
’eid was in the diplomatic service 
abroad. 
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an 6 Ogden Reid joined the paper as 
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‘Bmanaging editor of the Tribune 


oluntaryg. 
"is wee in 1912 and succeeded his father 
» céllecit editor in 1913 after the latter’s 


ieath while Ambassador to the 
‘ourt of St. James. Since then the 
yaper’s circulation has multiplied 
en-fold. 

Funeral services were held Jan. 
7 in St. Thomas Protestant Epis- 
‘opal Church. 
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ynventiog®’ Miami, FrLa.—Frank Barker 
was regShutts, 77, publisher of the Miami 
IPA. ferald prior to its sale to John S. 
is widel¥Knight in 1937, died at his home 
1 a newwhere Jan. 7. Mr. Shutts acquired 
ssociationg~he old News-Herald and began 
after th@bublishing it as the Herald in 
ed view@910. Recently he had been senior 
into clos#member of the law firm of Shutts, 
nal NAMBowen, Simmons, Prevatt and 
the close@ulian. 
eting, op — 
rions, OPFRANK L. McCABE 
apeang _ — Cutcaco—Frank L. McCabe, 61, 
Ye agency ales promotion counselor here 
nd owner of Swing-A-Way Steel 
roducts, distributor of Swing-A- 
fay can openers and other appli- 
yurchasingnces, died suddenly in Tucson, 
sales mangec. 26. Mr. McCabe formerly 
ison ComfPVas a sales executive for Wear- 
y has hel@ver Aluminum Cooking Utensil 
sident a%@Pompany; Landers, Frary & Clark 
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; nd Manning-Bow ‘ 
ridan. Mf ning-Bowman Company. 


vice-pres! 


. B. EVANS 


CuIcaco—C. B. Evans, 52, ad- 


urer ertising and public relations rep- 
hicago an esentative of the Chicago divi- 
represen 
Engineer 
-easurer (iii 500, felele) 
Compan) 


iur L. Ri 


STOCK PHOTOS 


Te 


y, Danbul] 
advertisin 
and wom 
uane Joné 
to Keny 


RNING 
AWA 


if You 
anufactu 
and Se!! 
ISMETIC 
welcome ts 
oks to hist 
advertising 
arn his co™ 
lar patronas WRITE FOR INFORMATION 


oduct is | 
Bpeeets (AUFMANN & FABRY ci 


ypers, Inc 
. WABASH uve 
ater sail 


r the facts 
out of reac 
wing mark 


ides ca 


Meyercord Decals work night and day for Dr. Pepper at the 
point-of-sale . . . to identify dealers, invite customers, increase 
sales! Dr. Pepper's complete storefront Decal program person- 
alizes window valances with a dealer's name, his street address, 
and the type of goods he sells. Company trademarks appear in 
colorful variety with accessory transfers in top and bottom dis- 
play on windows, doors, showcases and backbars. Learn how 
easily and economically you can create such forceful point-of-sale 
promotion with washable, durable Meyercord Decals . . . produc- 
ible in any size, colors or designs. Put Decals in your ad budget! 
Tell shoppers WHERE to buy! Cash in on 
“impulse sales”... with Meyercord Decals! 


Executives: Send for free full-color 
brochure. Shows where and how successful 
advertisers use Decals. Write for it on 
company letterheads. Address Dept. 39-1. 


MORE MEYERCORD DECALS THAT SERVE AS THEY SELL! 


Mile after mile of free display space in millions 
of stores awaits the Decal-wise advertiser. Dr 
Pepper completes his storefront program with 


these six additional signs 


This 2-sided Decal individualizes dealer’s street Dozens of uses for 


How Deeper Win Dealers and Influences. ‘ 


, 


shown to the left—for 


real advertising value with Meyercord Decals! 


number and offers reverse-side message space. the famous slogan. Founder y ae LZ, YY, , he Teche ial aaa 


ar Sales a 


This Decal sign will sell For emergency— A service sign tells 
from backbars and mirrors! owner's address. customers where to pay. 


JeMEYERCORD< 


# Menetectorer : ‘ 


ADVERTISE - IDENTIFY - DECORATE...WITH MEYERCORD DECALS 
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There seems to be no end to the Seattle Post-Intell # 

gencer’s consistent record of circulation gains. In allie 
impressive upward swing, the past five years have estak i 
lished a striking total increase that averages 60,000 copie } 
both daily and Sunday (an increase of 55% Daily an 


31% Sunday), resulting in 


A PRESENT CIRCULATION OF 


273,594 SUNDAY f= 
164,199* DAILY = 


4 


EY KNOW 
itan, and | 
of the m 
rk Club's | 
of advert 
. Dunlap; | 


And more important still is the fact that even with the subsiding y 
* i WMO mes 


of Seattle’s great influx c/ war workers, the upward trend is continuing» 


In busy, growing Seattle, twelfth city in the nation in retail sale “5 


the trend is to the Post-Intelligencer. Let the reader’s choice be yo 


choice in presenting your sales message to this rich market. 


* ABC Publisher's Statement th of Snertu Th 
September 30, 1946 


** Current Circulation Wee. 4i 

(Week Ending Dec. 8) alle e 7 

281,391 Sunday ‘ we 

165,289 Daily ° = 
Post-Intelligencet 

wohl FOR 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE“? <* 
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Advertising Age, January 13, 1947 


PHOTOGRAPHIC REVIEW 


NNIVERSARY—Partners of Fitzgerald Advertising Agency, New Orleans, 
ceived a silver plaque on the agency's 20th anniversary Dec. 31 in recognition 
“devoted and unselfish service toward the winning of World War II on the 
vilian front." Ralph Nicholson, third from left, publisher of the New Orleans 
em, made the presentation to agency partners (left to right) Roy M. Schwartz, 
| pseph Epstein, Joseph L. Killeen, E. W. Rector Wootten, Leonard E. Gessner 
d Warren G. Posey. Fred Gamble, president of the Four A's, New York, was 
guest of honor at the celebration. 


tell 3 3 


y an 


EY KNOW WHAT THEY LIKE—Harry Dunlap, center, publisher of Cosmo- 
itan, and his guests show their approval of numbers picked at a recent show- 
of the magazine's male-tested fashions—a regular monthly feature in the 
rk Club's Cub Room, Left to right are Mrs. Dunlap; W. S. McLean, direc- 
of advertising and public relations, Fisher Body division of General Motors; 
. Dunlap; H. W. (Tex) Roden, president of American Home Foods, and Mrs. 


Roden. 
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| OFF FOR HAUPT—It's seldom a change of residence brings on a front- 

Newspaper splurge, but this is what happened when Henry Haupt, who 

en vice-president of BBDO in charge of the Minneapolis office, moved 

(F cago, carrying his new title of assistant to the western manager of the 
SERVIC agency. 


HONORS ADVERTISERS—At recent ceremonies in the Pentagon building the 
War Department presented a scroll to the Advertising Council in recognition 
of assistance given the Army's Regular Army volunteer recruiting program. 
Maj. Gen. Edward F. Witsell, the Adjutant General, is shown here presenting 
the scroll to Theodore S. Repplier, Ad Council president. Brig. Gen. H. B. 
Lewis is at the right, and Brig. Gen. B. M. Fitch stands in the background. 


PACKAGED LIGHT—Phil-Mar Electric, " prast e 

Inc., Cleveland, calls this new job "A Stages Dyker 

Package of Light.’ As shown at the : aa ” aah” os , 

top, it includes a wall lamp, shade, re- 2 oe ; 
flector bowl and 100-watt incandescent 
lamp. The box, weighted as shown at 
the bottom, turns the unit into a dis- 
play piece for windows or counters. 


ALL IN THE FAMILY—Durkee Famous Foods, unit of the Glidden Co., Cleve- 
land, has completed an eight-year repackaging program, which entailed absorp- 
tion of numerous regionally known brands acquired by Durkee during its expan- 
sion program of the ‘30s. The “family'' of packages, shown here, carry the 


Peer Pee: CONNER OF O88 CHIURIES FETORE name in red letters on backgrounds of white and green. 


FATHER’S 
DAY... nc: 


FUTURE—The National Father's Day SKIPPY ENTERTAINS—Thirty-two stations carrying "Skippy Hollywood Theater” 

Committee working well ahead on its were represented at a luncheon given by the Skippy Peanut Butter Co. at the 

June 15 celebration, has taken "Build- Palace Hotel, San Francisco. This group of participants includes (left to right) 

ing Our Children's Future" for its 1947 Jerome Rosenfield, Skippy sales executive; Herb Keenan, Keenan & Ejickelberg;: 

theme. This poster for the event was Dave Green, KQW sales manager; Carl Nielsen, NBC spot sales, and Walter 
painted by Edward Ward. Guild, Garfield & Guild. 


AT AMERICAN WEEKLY MEETING—The American Weekly's sales organization, coast to coast, met recently for a three-and- 

a-half day meeting in New York, at which editorial service and sales plans and policies were discussed. Shown at the head 

table at the opening luncheon are, left to right: W. C. Spargo, American Weekly vice-president; Judge E. A. McCarthy, 

Little Falls, N. Y.; John W. Kenney, general circulation director, Hearst Newspapers; Alan Temple, vice-president, National 

City Bank; Mortimer Berkowitz, general manager, The American Weekly; Merrill C. Meigs, vice-president, Hearst Corp.; 
Walter Howey, editor, The American Weekly, and Martin Huberth, chairman, Hearst Corp. 
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Higher Postage 
Rates, Market 
Data Are Sought 


(Continued from Page 1) 
basing his budget on the assump- 
tion that business activity—despite 
minor fluctuations — will average 
slightly higher than in the calen- 
dar year 1946. 


Faces Biggest Deficit 


Because of increased operating 
costs, the President found the Post 
Office threatened with the largest 
deficit in its history. He has in- 
structed the Postmaster General to 
institute operating economics and 


“to prepare a comprehensive | Industries, 
recommendation for rate revision | 


religious 


asks the necessary authority. If 


this legislation passes, 


ness are to end except for rent) 
control; price control on sugar and 
syrups; sugar rationing; 
and import controls, and priority study simultaneously with 
controls on a few commodities. |Census of Manufactures, covering 
The FTC is budgeted for $4,- | 1947. 
000,000, nearly $1,000,000 more 
than fiscal 1947. Similarly, the Cate Wer Ae See 
Justice Department’s anti-trust di-| There are also small budget in- 
vision is asking $2,500,000, half a| creases for FCC, the Bureau of 
million more than this year. | Foreign and Domestic Commerce, 
Neither of these agencies has had | and the Patent Office. There are 
comparable amounts in the past|fUnds for purchase of two atom- 
decade. splitting betatrons for the Bureau 
Census Bureau seeks $19,200,000,|°f Standards; $600,000 for the 
$7,000,000 more than this year. "¢Wly organized Office of Govern- 


This includes $11,500,000 for cur-|™ent Reports, and a slash in War 
rent census statistics; $5,000,000 | Assets funds from $435,000,000 to 


for a Census of Manufactures; | $327,000,000. 


'funds for a Census of Electrical 
regu ag : ' sage detected a market decline in 


real purchasing power of great 
/numbers of consumers. “If price 
‘and wage adjustments are not 
made — and made soon enough — 
‘there is danger that consumer 


TELLS YOU! 


COMING soon! 


The President’s economic mes- | 
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bodies and, buying will falter, orders to manu- its effectiveness by operating on’ 
preliminary work on the 1950 pop- | facturers will drop and unemploy- | an industry-wide basis rather than 
sufficient to wipe out the deficit.” | ulation census. The President pro-|ment will grow,” the President| through the slower process of in- 

All wartime controls over busi-| poses a Census of Business and | said. 
While the government has a| 
he will| function in the encouragement of| number of industry conferences 
export |spend $10,500,000 to make this | new industries and the develop- | designed to locate and eliminate 
the| ment and dissemination of re-| unfair trade practices through co- 
| search, the greatest incentive it | 
/can provide for business produc- | 


| dividual complaints.” 


FTC is also to sponsor “a larger 


operative action.” To that end, 
the budget provides for addition 


tivity is through helping to pre-|of 130 attorneys and assistant at- 


| vent depression, the economic re- 
port stated. 

Production incentives being ade- 
quate, business will expand with- 
out hesitancy when markets for its 
products are reasonably assured 
through a _ successful nationwide 
program for maximum employ- 
ment, production and purchasing 
power, it explained. 


More Anti-trust Funds 


Extra anti-trust funds for FTC 
and Justice were to make sure 
that there are no restrictions on 
free competition, the President 


anti-trust laws; FTC ‘will increase 


IF IT’S WALRUS YOU WANT... 


Use a harpoon in Greenland! 


IF IT’S 


SALES YOU WANT... 


Use WLIC in Southern New England! 


By every measurement, station WTIC, Hartford, 


dominates the prosperous 


Southern New England Market. 


ROUTE TO SALES IN Souchern Yeu England 


and New England Regional Netw 
COMPANY + New York, Boston, Chicago, Detroit, Atlanta; Son 


torneys to the present staff of 151, 
in pay grades up to $8,000. 
Government spending during 
the second peacetime year pro- 
vides $2,600,000,000 for “regulation 
and improvement of transportation 
and communications systems and 
for development of natural re- 
sources”; $1,400,000,000 for agri- 
culture, including price support 
programs, rural electrification and 
market research. Social welfare, 
health and security, education and 
general research claim $1,700,000,- 
000; housing $539,000,000. About 
$1,400,000,000 covers “services to 


said. Justice is to concentrate its| business and labor through the 
efforts on major violations of the|commerce and labor departments 


the general functions of the Treas- 


jury, the General Accounting Of- 
'fice, the legislative and judicia 


branches, and the office of the 


President.” 


‘Denver Post’ Appoints 
Howard Ad Director 


Samuel G. Howard, formerly 
advertising director of the Min 
neapolis Star and Tribune, ha 
been appoint- 
ed to the new- 
ly created post 
of advertising 
director of the 
Denver Post. 
|Mr. Howard 
| has been suc- 
ceeded at the 
Star and Trib- 
une by John 
R. Copeland. 
Before joining 
the Star and 
Tribune, Mr. 
Howard was 
with the Indi- 
anapolis News. 

The Denver Post’s other adver 
tising posts remain unchanged 
with Elmer E. Strain as nation 
advertising manager; Frank Car 
'ruthers, local advertising man 
| ager, and Charles Maloney, classi 
| fied advertising manager. 


New Coin Machine to Bo 


| C-8 Laboratories, Newark, N. J 
manufacturer of electrical equip 
ment, will introduce a new al! 
electrically operaied cigaret vend 
ing machine, to be known as Ele¢ 
tro, at the 1947 coin machine ex 
| hibition and convention at the H< 
| tel Sherman, Chicago, Feb. 3-7 


S. G. Howard 


Increases Ad Rates 

Effective with the January, 194 
,issue, Furniture Manufacturer an 
|Hotel Bulletin, published by Vi 
;cent Edwards & Co., New Yor! 
|have increased their basic pa 
'rates from $160 to $235 and $23 
|'to $325, respectively. 


Sets Package Show Daté 


The American Management A‘ 
sociation’s Packaging Expositic 
‘will be held in Convention Hal 
Philadelphia, April 8-11. 


Appoints Eldean 
The American Petroleum Inst 


Fred Eldean Organization, 


program for the oil industry 


UCCESSFULL! 


(MIT ATED 


tute, New York, has appointed © Atur 
ee 
York, to direct a public relatiojjek t 
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1947 §- 
g on’ | M fi ’ 
7 own ee Ing , 
A= i 
-«: {Offered as Co-op 
ve: Hffered as Co-op, 
aoe . 
h co- 
<AGets Quick Takers — 
dition 
nt at- New YorK— The American) 
f 151, §Broadecasting Company put its No. | 
1 high-brow  sustainer, “Town 
ring Meeting of the Air,” on the co- 
pro- Moperative sponsorship block last 
lation week and immediately found half 
‘tation §, dozen local takers. 
is and§ The New York Herald Tribune | 
al re-fRwas reported likely to sign as| 
agri-[kponsor of the program on ABC’s 
upport Flagship, WJZ. 
on and Local sponsors immediately 
relfare,Migned and the stations which sold 
on andfthem: First National Bank, WSLS, 
10,000,-BRoanoke, Va.; Roy Bass Motor 
Aboutffompany, WMRC, Greenville, 
ices tof. C.; Carolina Power & Light 
gh the—ompany, WNCA, Asheville, N.C.; | 
tmentsMamestown Post - Journal, WJTN, 
-Treas-Mamestown, N. Y.; Marks-Rothen- 
ng Of-fberg department store, WTOK, 
judicial}Micridian, Miss., and the San Diego 
of thelederal Savings & Loan Associa- 
sion, KFMB, San Diego, Calif. 
The full-hour “Town Meeting” 
nts Thursdays, 8:30-9:30 p.m., EST) 
s the biggest package yet to be 
; ffered as a network cooperative. 
ormerlymired by ABC for 11% years, it 
1e Min-fas had a network sponsor only 
me, hance. The Reader’s Digest spon- 


red it from September, 1944, to! 
Movember, 1945. 
For Public Service Groups? 
ABC officials hope to see it do| 
tter as a co-op. “Local institu-| 
ons may now become associated | 
ith a public service feature that, 
sts and talents heretofore have | 
rbidden,” said President Mark | 
foods. “Present indications are | 
at organizations in themselves | 
gaging in public service activi- | 
*s will be the ones to avail them- | 
lves of this opportunity.” 

But, judging from the first six) 
bonsors signing, retail and finan- 
al institutions may be as inter- | 
‘ank Carg‘’ed as public service organiza- | 
ng mangpns. 
ey, classi§The day the six local advertisers | 


as 


. 
i 


doward 


er adver 
nchanged 
; nation 


r. re signed for “Town Meeting,” | members, bringing the NAB total | merly an account executive with | 
BC also reported 11 sales of) to 1,282 active and associate mem- | Hearst Publications, as eastern 

>to Bowser co-op shows locally and| bers. The board tentatively agreed sales manager, with headquarters 
in New York, and Reginald L. 


ark, N. J pimed the total of 17 a record for 
cal equipe day’s co-op business. 

new all " 
aret vend CBS Offers Co-op Show | 
Mm as Ele#Meantime, Columbia Broadcast- | 
achine €X%e System put the full five-day 


at the Hifi of its “House Party” (4-4:25 | 


Last Minute News Flashes 
Screen Actors Guild Hits Forced Trade Ads 


HoLLywoop — The Screen Actors Guild, an AFL affiliate headed 
by Robert Montgomery, announced last week a statement of policy | 
urging members not to run “personal advertising in the special edi- | 
tions and special sections of the trade press” and creating a permanent 
“anti-pressure advertising committee” of seven board members “to 
help actors resist pressure to take advertising they do not want.” The 
policy, following a survey which showed 95% of movie actors favor- | 
ing action “against pressure to advertise against their will,” is to be) 
tested Tor a six-month period. 


Magnetic Wire Dictation Machine Introduced 

EVANSTON, ILL. — Pierce Magnetic Wire Recorder Corporation has 
introduced its $400 recording machine for dictation and transcription. 
Production is under way and will reach a 35-a-day rate in March. 
Business papers and trade publications will be used. Carroll Dean 
Murphy, Chicago, handles the account. 


Survey Research Center Starts Nationwide Study 

ANN ArRBOR—The University of Michigan Survey Research Center 
has launched a new study, at the request of the Federal Reserve 
| Board, on consumer earnings and savings, and their spending plans 
for ’47. Interviewers will visit a cross-section of 3,000 households 
throughout the U. S. for hour-long interviews. The study is pat- 
terned after a similar survey conducted last year by the Bureau of 
Agricultural Economics. 


Ups Budget 25° for Angostura Bitters 

New York—Angostura-Wuppermann Corporation will spend about 
$150,000 in 1947, an increase of 25%, in a full-page, two-color series 
in Esquire, The New Yorker and Time and in business papers, em- 
phasizing a new slogan for Angostura Bitters—‘“It’s what you put in 
to make the flavor come out.” Donahue & Coe is the agency. 


Chester Birch Named Orr V.P. 

New YorkK—Chester T. Birch has joined Robert W. Orr & Associ- 
ates as vice-president and account executive in charge of the Andrew 
Jergens Company and Puck—The Comic Weekly accounts. He was 


| INSIGNE—The 


57 


Chicago ITU Unit 
Okays Printing 
Plants’ Offer 


CHICAGO — Members of Chicago 
Typographical Union Local 16 
| voted 1,040 to 218 last Sunday to 
‘accept the offer of a 39%-cent- 
| an-hour wage increase from the 
| Franklin Association, representing 
|commercial printing companies 
| here. 
| The approval had been ex- 
;pected, following announcement 
| that the ITU local’s officials would 
recommend acceptance of the offer 

(AA, Jan. 6). 

The agreement, which embodies 
| 14 weeks’ of retroactive pay at the 
/new rate, brings up the hourly 
research studies which ARF conducts. | Wage for daytime workers from 
| $1.81% to $2.21 and for nighttime 
| workers from $1.9214 to $2.35. For 
the 36%4-hour week, day workers 
| will get $80.11 and night workers 


New Trade Suits __ 385.18. Three extra holidays with 
‘pay also were granted, bringing 


Against Oil Majors tre total to six. 
ow Th , | Newspaper mailers here, whose 
ASHINGTON—The government's | ynion is an ITU affiliate, have 


|restraint of trade action against agreed to continue work while 


| 


| Standard Oil of California last | Woodruff Randolph ITU presi- 
| week is the first of a series against | gant negotiates wage mendn woitin 


major oil companies which have the Chicago Newspaper Publishers 
exclusive dealing contracts with | association. 


Advertising Research 
| Foundation has adopted this insigne, 
| which will appear in the future on all 


Justice Launches 


retail service stations and garages. 

Individual cases against various 
| companies are to replace the 
“Mother Hubbard” indictment of 


'GANNETT, ROCHESTER 
‘UNION END DISPUTE 


| RocuEster—Gannett Publishing 


formerly with Lennen & Mitchell in the same capacity, and previously | the oil industry which has been|¢gmpany announced early last 


with Pedlar & Ryan in charge of the Procter & Gamble account. 


NAB Board Okays ‘Food Topics’ 
$650,000 Budget, Starts Jan. 13 
Adds 129 Members | NEw YorK—Food Topics, new- 


est entrant in the highly com- 
San Francisco—Early talk of a | Petitive food business paper field, 
$1,000,000 National Association of | Started rolling last week, an- 
Broadcasters budget for 1947 evap- nouncing an initial total circula- 
orated last week as the board of tion of 92,500. 
directors meeting here appropri-| The paper, built around a “hot 
ated $650,000 for the budget, only news” format, is a fortnightly, 
slightly more than spent last year. similar in appearance and treat- 
Justin Miller, NAB president, | 
said this amount would enable the | 
association to discharge its re- 
sponsibilities fully. 
The directors accepted 129 new 


lished by the company. 


Aglar Cook, publisher of the 


that the ’47 convention should be} . 
held in Atlantic City the week of |Cary, formerly with The Ameri- 
Sept. 15. can Weekly, as western sales man- 

The board gave Broadcast Meas- | ager with headquarters in Chicago. 
urement Bureau a vote of con-|_ The new paper will have an 
fidence in a resolution expressing | initial one-time, black-and-white 
“commendation of the work and /| Page rate of $980, and will grant 


., EST) up for cooperative | progress which BMB has made in |@8€ncy commission. Its issue date 
nsorship, effective Jan. 13. fulfilling its original objectives.” is timed to alternate with Drug 
eS eral Electric early this month! §, P. H. James, Mutual Broad- Topics. 
ary, 194§pped sponsorship of the Mon-| casting System, New York, and As previously reported (AA, 


al 


ucturer allfly-Wednesday-Friday segments | Hugh Terry, Station KLS, Denver, | Sept. 9), Topics Publishing Com- products,” the attorney general | 
. aT a the show (AA, Dec. 16). The} were elected board members, suc- | parr stected | new paper after | said. 
od nagescay and Thursday periods|ceeding Frank K. Russell, NBC, ct 2° lh reg esse yor grd Anti-trust Chief Wendell Berge 
5 and sae made available for coopera-|and Frank Stanton, CBS. H. M. | @2¢ Fa er _ exnaustive tes In | said that the various companies 

e sale last September and now | Beville Jr., NBC, New York, was|Which a sample issue of Food | involved in these actions had used 

’e 15 sponsors for each. No im-| elected to fill the unexpired term | Topics wen delivered to 3,500 re- | various inducements to secure 
sw Dateiiate local sales were reported | of J. C. Maland, Station WHO, an | he oer pee peng over, and the exclusive 

- the full strip. Moines, who resigned because of | = © got istri ution, | right to distribute their products 

ee ti BS reported the Red Barber | jllness. | 65,000 goes to top volume inde-/| through these service stations and 
an Ha rts co-op program now also has cescespibeteantiiaiiaas per = ae P : ger — | garages. 
: sponsors. | headquarters, ’ 0 top vol- If the government has its way, 
- Mutual meantime reported sale Thackrey WLIB Manager |ume chain stores, including all|the firms will be enjoined from 

former Mayor F. H. LaGuar-| ,Dorothy S. Thackrey, publisher | supermarkets, and 5,118 to whole- | “entering into or continuing any 
eum Inst{fS new cooperative program ana ya Mba fy AE rr Ry sale grocers. |contracts or arrangements where- 
ypointed tgturdays, 7:45 p.m., EST) to 25/New York, has accepted Jackson -_ ae | by these service stations and gar- 
ation, Ne 4 moe saree yee hog bree Leighter’s resignation as president | Affiliated Products fe cntthen ay Pict os ei a Po 
lic relatioljek the show was available »|and general manager of the station | ; : 0 deal Cxciusively in the 
ndustry - 23). A midwestern farmers | and hes herself taken over active Names Street & Finney |products distributed or sponsored 

perative was reported interest-| management of the station. Mr. Yat oa division of Asnerican | by the defendants.” 

in sponsoring the former|Leighter is vacationing on the| iyo ‘products, has appointed an 
RRA director’s commentary on| West Coast and has not announced | Street & Finney. New we on ite ‘ 
“i yy Y&R Promotes Witten 


arm-area stations. 
lutual 


+ 


also announced that 
or’s Diary,” featuring human 
test stories told by Henry La- 
‘tt, former editor of Collier’s, 
been offered for cooperative 
Sorship and will be aired, | 
. today, at 9-9:15 a.m. | 
Mavs through Fridays. 


| 
| 


EVES t-M M 
7es'-Marquis Moves 
SFULL st-Marquis, Inc., Seattle, has 


TA TED Ks to permanent quarters in 


ter Horton building. 


his future plans. agency. Products include the 


House of Louis Philippe and Edna 
|Wallace Hopper lines (formerly 
/handled through Doherty, Clifford 
|\& Shenfield), Jo-Cur hair lotion 
'and Neet depilatory and deodorant 
| (formerly 
|Ryan), Heather and Kissproof. 
| The latter two have been virtually 
|}unadvertised brands. 

Although the coinpany refuses 
to discuss the amount of appro- 
priation spent annually, Affiliated’s 
magazine expenditure in 1945 was 
listed as $439,163. 


Two Join Deglin-Wood 
Thomas B. Howell, formerly 
art director with Marvin Sherres, 
New York agency, and recently re- 
leased from the Navy, and A. T. 
Arnold, recently released from the 
Army, have joined Deglin-Wood, 
Inc., New York, as. production 
manager and art director, respec- | 
tively. Deglin-Wood, described in 
last week’s AA as a public rela- 
tions agency, will handle both ad- 
vertising and public relations. 


ment to Drug Topics, also pub-| 


magazine, announced the appoint- | 
ment of Roy M. Hutchinson, for- | 


through Ruthrauff &| 


|dormant in Justice Department 
files since it was obtained by 
Thurman Arnold in September, 
1940. 


Reportedly, wartime changes in 
the oil industry and the Justice 
| Department’s experience with the 
|mass sedition trial led to the de- 
cision to split up the earlier in- 
dictment, which dealt with pro- 
|duction, transportation, refining 


‘and marketing operations of 22 | 


| companies. 

| In announcing the new indict- 
iment of Standard Oil of Cali- 
|fornia, the attorney general said 
|'that he was out to break up “il- 
'legal control by certain oil com- 
| panies over service stations.” 


Hurts Independent Producers 


Through contracts which obli- 
|gate the retailer to deal exclu- 
|sively in petroleum products and 
{accessories distributed by Stand- 
‘ard, independent producers are 
|deprived of access to widespread 


|distributing outlets, the attorney | 


| general explained. 

| “The breaking up of such il- 
legal control will not only tend to 
restore competitive conditions at 
'the retail level, but will also pro- 
|mote competition in the produc- 
tion and refining of petroleum 


John D. Witten, formerly chief 
statistician of the U. S. Army serv- 
ice forces and manager since De- 
cember, 1945, of the research de- 
partment for Young & Rubicam, 
New York, has been appointed an 
assistant to the president. He will 
|be succeeded by Dr. Peter Lang- 
| hoff, who organized and has been 
director of the research service of 
the Veterans Administration. Dr. 
|George Gallup will continue as a 
|vice-president of the agency in 
charge of research. 


/week that it expects to recom- 
mence publishing the Democrat & 
Chronicle and Times-Union here 
“in about a week,” following set- 
tlement of a dispute with composi- 
tors that had kept the papers 
| strikebound for two months. 

The ITU local voted to accept a 
wage increase that will bring day- 
| time workers’ weekly pay to $74, 
;nighttime workers’ to $79 and 
“lobster shift’ workers’ to $84. 
|Back pay adjustments will give 
daytime ITU employes $200 and 
nighttime workers $214. 

Agreements must be reached 
with other printing trades union 
employes before the two dailies 
can begin publishing. 


Goodyear to Air 
Commercial-less 
"Greatest Story’ 


New York — Goodyear Tire & 
| Rubber Company, which last spon- 
| sored the Roy Rogers show on Mu- 
tual in 1945, is going back into 
|network radio with a precedent- 
| setting program: It will be devoid 
|of either product commercials or 
| institutional messages. 

The program, titled ‘“‘The Great- 
est Story Ever Told,” was con- 
|ceived and written under the di- 
rection of Fulton Oursler, senior 
editor of Reader’s Digest, and is 
based on Biblical stories. 
| It will be aired by the ABC net- 
| work Sundays, 6:30-7 p.m., EST, 
starting Jan. 26, under a 52-week 
contract signed through the Kud- 
ner Agency. 

Describing it as “a new spon- 
sored public -service program,” 
network president Mark Woods 
said this is the first time the spon- 
sor of a major series has com- 
pletely eliminated commercials or 
messages. Goodyear will simply 
|receive credit on the air for pre- 
senting the program. 

ABC also reported the sale of 


one of its own packaged show 
“The Fat Man,” to Norwich 
Pharmacal Company through the 
Lawrence C. Gumbinner agency 
Subject of a strong promotion 
buildup recently, citing its Hooper 
climb in less than a year from 3.4 
to 10.8, “The Fat Man” will be 
heard for Norwich Fridays from 


8-8:30 p.m., EST, starting Feb. 14 
As a sustainer, the mystery drama 
recently has been aired Monday 
at 8:30 p.m 


meet, + ie sgt Se See Os ota Ri xe Cae k Yaa or 2 ee ee" . e ABN eae i ae ce * 
—) a =% he Alaa Vee s ae Stee ¥ eee EY Fah AS ans ts ot Y Ae sian erica ae el e ca Pe : { 
M as : = a4 : a . Sa Aart ; ok : bat iow : z ee ey 
‘ ~~ . hy J = : Sees ela 
’ ne 
|_| Pe 
dt hs 
) Jo ae 
Fg 
ft rat 
| Tete 
: & ees 
cere ae 
Bee 
ae a 
eM 
Sm nBE = 
i ie 
Rg Ri 8 
- 
ee re 
es 
aad =) 
ee | 
= 
7 
x . 
a * 
eee bee 
ee & 
ee 
ais 
3 
ae 
* 
j se 
ai 
a 
5 
- 
ee: 
aa 
- an 
— wa 
Bis, 
~ : 
4 
this 
FEN, 
ee 
Alay 
. i 
; hil 
ie i 
j ae ‘ 
4 ca . 4 : . " P vi x ; iin ‘ x * . 


i 


| he four-sided figure is a perfect square, with four _Here’s_ proof: a 

| right angles—which proves that a first glance isn’t always © Home delivery readers spend 50 mina 
reliable daily reading The TIMES. 

| Similarly, if you’re looking for the “right angles” in select- ® Newsstand readers spend 44 minutes dail 
ing your Chicago newspaper advertising media, it’s wise to reading The TIMES. ann | 
give more than a passing glance at the thoroughness with — “edian figures from five Fee See vane 
which Chicago newspapers are read—for no sales message The TIMES goes home to more Chicago families than am 
can influence people who skip past it. other evening newspaper. The TIMES will carry your ad t 
People will pay attention to your ad in The Chicago TIMES this attentive, close-to-metropolitan-outlet — at 
—and that’s no illusion! of America’s lowest milline rates for evening newspaper 
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